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Now Juan Valdez goes on TV in 10 major U. S. markets. 
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Single urns 
available with 
3 or 5 gal. 
capacity. 


NOW 


BREW 
=] 5 a 
Ot ©] at a —4 — 


the way the 
COFFEE BREWING 
INSTITUTE does! 


Twin urns available with 
6 or 10 gal. capacity. 


CECILWARE 


: 1 coffe 








Each month, experts from 
the Coffee Brewing Institute 
give brewing demonstra- 
tions before thousands. And 
the urn method they recom- 
mend uses the Gridded 
Riser. It creates a flat, level 


CECILW ARE - COMMODORE 
43-05 20th Avenue, Long Island City 5, N. Y. 
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skilled hand 
brings out 
the best 
in tea 


lt has been our aim for over twenty years to bring you the finest in tea bag paper. 


Ask Aldine... 


ALDINE PAPER CO., INC. 


Distributor 
535 Fifth Ave., New York 17, N.Y, 


C.H. DEXTER & SONS, INC. 
Manufacturer 
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Chrome 


Gold electro-plated \ 8 cup 
8 cup Flavo-matic : Flavo-matic 


2-5 cup 
Flavo-matic 


Stainless Steel 


Automatic 10 cup Automatic y 3 


‘Party Perks’’ 


Buffet Styled 
Stainless Steel 
30 cup Automatic 
Party Perk 


and a successful 
program to 
go with it! 


West Bend offers over 400 products including 
a long, long line of coffee makers and many 
items related to iced tea. In addition, West 
Bend has long experience and proven know- 
how in Club Award Plans, Self Liquidating 
Programs and Dealer Loaders, plus combina- 
tion sale and in-store promotions. 

West Bend does more than provide you with 
fine quality products! You get assistance in 
preparing your promotional materials . . . 
TV and radio scripts, glossy prints, direct mail 
layouts and display ideas. West Bend also 
handles inventory, packaging (even gift wrap- 
ping) and mailing. 

Many well-known firms in the Coffee and 
Tea field count on West Bend for successful 
premium programs...why don’t you? 


“The Easy Way to 
Successful Premium Promotions” 


ee ee eee 


Mail Thie Coupon Today ! 


THE WEST BEND COMPANY 


THE WEST BEND COMPANY 


formerly West Bend Aluminum Co. 
WEST BEND, WISCONSIN 


r 
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Premium Dept. 426, West Bend, Wisconsin ] 


0 Send FREE “Profitabie 
Premium Promotions” booklet 


0 Have your representative 
call 
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In manual coffee packaging, Bar-Nun “Auto- 
Check” Net Weighers have set a lot of low-cost 
records, In this particular installation, the cus- 
tomer previously had to use two machines and 
two operators to fill a range of packages from 
three ounces to one pound. Installation of the 
Bar-Nun made it possible to pack the entire 
production on one weigher — and with a saving 
not only in labor, but in coffee as well, due to 
the higher accuracy of the Bar-Nun, 

Your packaging requirements may differ from 





BAR-NUN 


replaced 
two 
other weighers 


this case in a number of ways. But the complete 
GUMP line includes the unit that will do your 
job with the same “great savings in labor and 
coffee” this user reports. There are models for 
manual weighing, automatic bag packaging, and 
automatic can filling and packing — and for 
almost any weights you want. Write for more 
information, without obligation. Tell us the type 
of coffee to be weighed, kind of container, weights, 
and hourly volume required, 


B.F. GUMP CO. isis. cicero ave., chicago 50, 


Engineers and Manufacturers of Coffee Plant Equipment 


| New York 36-—JABEZ BURNS AND SONS, INC.—-600 West 43rd Street 


| 
SALES AND SERVICE 


San Francisco 5—TEMPO-VANE MANUFACTURING CO.—330 First Street 


Dallas 2—J. B. WILLIAMS-—1026 Young Street 
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Competition 


The efficient mind and character really never competes with 
anybody or anything. 


The stalwart man takes long strides and doesn’t study them 
at all. He knows where he is bound for and goes to his destination 
with a sure step. He doesn’t mind the pace of the man behind or 
the man ahead. And that is why all competition is wasteful and 
quite useless, 


You can’t compete with the man who does his work better 
than anyone else, who has ever done that same work. 


If you pay too much attention to what the other fellow is 
doing, you are sure to wake up some day and view your friend 
miles ahead of you. 


In competition there is always friction. And friction wears 
and tears and brings on wrinkles. 


The man who knows that he is doing a better job than any- 
one else has ever done and who feels that he is transforming him- 
self into what he does, doesn’t have to mind what someone else 
is doing. He will lead. He knows that. 


The best always has the edge on everything else of a similar 
nature. All the imitations in the world can’t get the front place 
with the genuine article. 


There are more failures in business caused by watching the 
other fellow than anything else. Don’t watch the other fellow— 


watch yourself! 


If you do something original and unique, then you too are 
criticised. That is to be expected. But never mind. Keep going. 


Worth always takes the right road. It doesn’t get confused 
at the cross-roads. 


Success isn’t a product of competition but the result of think- 
ing, and the application of pride that is dug right out of 


the heart. 
—George Drachus 


Guest Editor 
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BRAZILIAN COFFEE — 
U. S. NO. 1 FOOD IMPORT 


EAR AFTER YEAR, the demand of the 

people of the United States for coffee 
has made it the largest of all food imports. 
The major portion of this coffee is grown in 
Brazil. Brazil, in turn purchases U. S. manu- 
factured and processed products, 


U S consumers, of course, can buy any 
* ¢ coffee they choose. But, the 
nationwide taste for Brazils remains constant. 


Obviously, Brazilian Coffee is the number 
one food import into the United States. 


HE variety of Brazils is unequalled by 

any other single source of coffee. Such 
crops as the Campinas, Ribeirao Preto and 
Sul de Minas are renowned by both the 
public and coffee experts alike for their fine 
quality, full body, flavor and aroma. They 
are a result of generations of experience 
found only in Brazil. 


OFFEE is well known as a friendly 

drink—and the great commerce in it 
helps to weld bonds of friendship among 
nations. All coffee men deserve credit, but 
we of Brazil are proud to make a leading 
contribution. 


BRAZILIAN COFFEE INSTITUTE 
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BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, NW. Y. 
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THE GREAT ATLANTIC & PACIFIC TEA CO., INC. 


AMERICA’S DEPENDABLE ee FOOD MERCHANT SINCE 1859 


IMPORTERS, ROASTERS, RETAILERS OF FINE COFFEE 
REPRESENTED IN 


BRAZIL AnD COLOMBIA 


BY THE 


AMERICAN COFFEE CORPORATION 








progress with Pp 


PROBAT-O-MATIC as shown in the 
picture, operates PROBAT Roasters auto- 
matically; charges, programs roasting 
cycle with interruptions if and when 
required; automatically chokes, quenches, 
discharges, cools, and de-stones . 
continually repeating the entire cycle 
until stopped. 

PROBAT-O-MATIC assures uniformity of 
roast to a degree that cannot be 
equalled. The resulting uniformity saves 
dollars and cents that more than repay 
the investment in a short time. 
PROBAT-O-MATIC continuous strip chart 
readings are accurate and legible to a 
fine 5a ree. Minute adjustments are 
easily observed for evaluation. 


Modern coffee roasting plant with 20 fully automatic PROBAT unis Roasters 
Information available from: JOHN SHEFFMAN, INC. 
152 West 42nd Street, New York 36, N. Y. — Telephone Wisconsin 7-5649 
USA and Canada Representatives for 


PROBAT — WERKE @ EMMERICH/WEST GERMANY 


Cable: PROBAT Telex: 08 12 554 Phone: 2561 
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Report To The Board Of Directors 
On Trip To Brazil, Mexico and Central America 


by JOHN F. MC KIERNAN 


The purpose of my trip to Brazil, Mexico and the Central 
American nations was to renew and improve our relations 
with the officials of those governments and to exchange ob- 
servations with the leaders of the various associations con- 
cerned with coffee. I had the opportunity to visit with 
the presidents of several countries and the head of the Mili- 
tary Junta governing El Salvador, with cabinet members, 
United States ambassadors and attaches, coffee associations, 
leading growers and exporters, bankers and in some coun- 
tries the local representatives of American exporters, among 
others. : 

My trip to Brazil included visits to Rio de Janeiro, Sao 
Paulo, Santos and Brasilia. I was entertained by President 
Frazao, head of the Instituto Brasileiro do Cafe and was 
guest of honor at luncheons given by the Centro do Comercio 
de Cafe de Rio do Janeiro and the Associacao Comercial de 
Santos. I also had lengthy meetings with U. S. Ambassador 
John M. Cabot, his attaches, growers, exporters and others. 

From my various discussions I gathered that the new 
crop would total something the neighborhood of thirty-seven 
to forty million bags. The lowest estimates I received were 
thirty-five million and the highest forty-two million, 

The President of the I.B.C. stated that the 1.B.C. was 
interested in encouraging the growth and preparation of 
better coffees and was thusly not desirous of purchasing low 
quality coffees. 

Brazil is becoming increasingly interested in the idea of 
additional advertising in the consuming markets. I urged 
the contribution of one dollar per bag to the World Coffee 
Promotion Committee. However, I gathered that they 
would prefer to spend any extra money to advertise Brazil 
coffees. They have arrived at this position because of the 
Colombia advertising campaign. It was pointed out to 
President Frazao that the increased advertising of the generi- 
term “coffee” rather than the specific term “Brazilian coffec”’ 
or “Colombian coffee’’ in the United States, where we drink 
a blend of coffees, would be more effective in selling more 
coffee and in helping us to reduce our average proportion 
from sixty-three cups per pound to forty-six cups per pound. 
This interested him. He observed that this could eventually 
mean an additional five or six million bags consumption 
in the United States. 

President Frazao impressed me with his aggressive de- 
termination to sell more Brazil coffee and, at the same time, 
to maintain prices. 

There is increasing interest in official circles in the idea 
of the Brazilian Government, or private capital, building an 
instant coffee plant in Brazil. Basically the idea would be 
for the government to supply old coffees to this new instant 
coffee plant for processing and the finished product to be 
shipped to the “new markets”. This obviously is intended 
primarily to attract the Communist countries where roasting 
facilities reportedly are negligible to nil. 

The President of Brazil is stepping up his economic rela- 
tions with the iron-curtain countries. I had a lengthy meet- 
ing with Ambassador Leao de Moura, Chief of the Economic 
Division of the Foreign Office. The day after my visit he 


JUNE, 1961 


and his delegation left for Russia for a month’s stay. It is 
understood that the Brazilian government has concluded 
a study which recommends the use of Russian oil in in- 
creasing quantities in the Brazilian refineries. 

Another special emissary of President Janio Quadros, Joao 
Dantas, has been travelling in Bulgaria. Reportedly he has 
discussed economic and political relations which ‘were ex- 
pected to contribute to the development of economic, cul- 
tural and political ties between the two nations.” 

There are strong beliefs in many circles in Brazil that 
great economies can be accomplished. President Quadros 
has already dismissed all federal employees hired since Sep- 
tember, 1960 and he has prohibited the employment of any 
new employees for a period of one year. He has ordered 
all his Ministries to plan reductions of thirty percent in their 
budgets. Thusly, he hopes to achieve an estimated total 
saving of one hundred billion cruzeiros. He has also ordered 
a series of other housecleaning and investigatory measures 
aimed especially at the government's service entities which 
operate rail transport and shipping. 

President Quadros has indicated that he feels the overall 
tax burden is already excessive. He has stated that the tax 


system and the mechanism under which it operates needs 
a complete revision. It is felt that this streamlining would 


be an obvious means of increasing revenue. 

The Minister of Finance has reportedly admitted the prob- 
ability that an additional fifty billion cruzeiros must be issued 
during the year 1961. The emission of paper money con- 
tinues. As an indication, during the month of February, 
1961 it was announced that some seven billion cruzeiros had 
been issued to meet urgent demands, 

Brazil's foreign debt now totals some three and one-third 
billion dollars. Five years ago the foreign debt was two 
billion dollars. Seemingly the critical aspect is due to the 
short term maturities rather than to the total size of the in- 
debtedness. In other words, Brazil needs a moratorium on 
the payments due during the present calendar year. 

My observations lead me to believe that President Quadros 
is determined to deepen Brazil's voice in international affairs 
and to employ every method available to increase the eco- 
nomic strength and stability of the country, Indications are 
that he is employing a bargaining attitude in his relations 
with the United States to achieve his objectives. 

While in Nicaragua I had meetings with the U. S. Am- 
bassador and members of his staff. I was a guest of the cof- 
fee association at a meeting of its directors and later at 
lunch. The exporters and growers are placing considerable 
hopes in President Kennedy's ‘Alliance for Progress.’ They 
refer especially to Point 5 wherein the President refers to a 
study of the problems affecting specific comodities. In Nica- 
ragua, there is strong expectation of floor prices on coffee. 
I had a meeting with Dr. Chamorro, the Minister of Agri- 
culture. He pointed out that the farm workers do not work 
more than seven months per year and that they earn about one 
dollar to one dollar and twenty cents per day. He adds that 
with this sum they cannot buy their necessities. 

(Continued on page 12) 





Report to Board 
(Continued from page 11) 





The Minister added that Nicaragua can’t do much more to 
help its own people pointing out that they make a budget 
based on anticipated prices for coffee, cotton and beef. If 
prices fall, then their budget is imbalanced. He feels strong- 
ly that a base floor price for coffee is essential if they are 
to achieve any economic advance. 

I had a sixty minute meeting with President Luiz Somoza, 
President of the Republic. He is American schooled, pro- 
American and has a good knowledge of the coffee problem. 
He is in favor of means to discourage overproduction. He 
took a rational point of view, was not critical of the United 
States or its policies, but it was evident that he expected the 
Kennedy plan to achieve dramatic results, 

While in San Salvador, I spent considerable time with 
Rafael Glower who formerly represented El Salvador in the 
Pan-American Coffee Bureau, He is now the Minister of 
Economy and considerable responsibility has been placed on 
his young shoulders. While I was in San Salvador I under- 
stand that he was having meetings with the Monetary Fund 
to get them to spread El Salvador’s commitments from one 
year to three years. It is understood that he is also seeking 
financial aid in the form of loans for various developmental 
projects from the United States. During my stay in El Sal- 
vador I spent considerable time with the Compania Salva- 
dorena. I had meetings with their Board of Directors and 
with individual members. Mr. Carlos Cordero who was 
formerly a member of the Executive Committee of the Pan- 
American Coffee Bureau is its manager. I also spent con- 
siderable time with the president, the manager and local 
directors of FEDECAME. 

I had ocasion to visit and lunch with Ambassador M. 
Williams and to talk with Foreign Minister Rafael Aguiza- 
bal; also with Colonel Julio Rivera, the military officer who 
replaced Colonel Molinas as head of the Junta. 

Economic and political conditions in El Salvador are not 
good. The country is going through a difficult period and 
if the military cannot or does not maintain peace, the eco- 
nomic and social efforts the present government are striving 
to achieve will never be fulfilled. 

During my talk with Ambassador Williams he indicated 
that the country needs financial aid, and promptly. I heard 
from other sources that the Minister of Economy plans to 
go to Washington shortly to seek a loan. 

During my talks with the officials, growers and the ex- 
povters in El] Salvador I gathered that they would like some 
sort of a revolving fund to pick up quota excesses each year. 
This would give the exporting nations of Central America 
more confidence as they woulc not have to rush to sell their 
coffees. Any excess quota coffees would then be sold at the 
beginning of the next crop year and prior to any other new 
coffee sales by the countries involved. 

In this country, as in Nicaragua, the farm laborer works 
about seven months per year. There are exceptions to this, 
however, as some enlightened farmers keep their staff em- 
ployed throughout the year, even though it may not be di- 
rectly concerned with coffee. I learned of instances where 
larger finceiros have established their own primary schools, 
small clinics, etc, and even include time in school as working 
time which earns an income. 

My meetings in Guatemala were similar to the other coun- 
tries in that I gave addresses to the coffee association and 
had meetings with various officials. 
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I had a very agreeable meeting with President Ydigoras. 
He read lengthy excerpts from a letter in which is replying 
to one from President Kennedy. He believes that higher 
prices are essential to improve the economic well-being of 
Guatemala. He, like many others before him in the other 
countries I visited in Central America, maintains that the ex- 
porters are barely making a living and in some instances are 
losing money. They also maintain that considering that 
these nations obtain a good deal of their income from the ex- 
port of coffee and other staples they cannot stretch their 
financial strength any further to increase wages and improve 
schooling, increase the road mileage or improve housing. 
President Ydigoras, like the others, gave similar arguments, 
namely, that the finished products that they buy from us 
have increased materially while the prices of coffee have 
weakened in recent years. The Economic Commission for 
Latin America in a recent report states that, “during 1959, 
Latin America exported 31.3 million bags for $1,473 million 
while 1950's exports of only 24.2 million bags represented 
an income of $1,434 million.” 

I had meetings with the directors of the Asociacion 
Nacional del Cafe, bankers and others. I visited the finca 
of one of the more enlightened coffee growers and was 
impressed with the way he is trying to improve the standards 
of his employees. He allocates land for his working people 
on which they grow their own corn, vegetables, etc. 

During my visit in Mexico City I had lengthy conversa- 
tions with Mr. Miguel Cordera, President of the Instituto 
Mexicano del Cafe and had meetings with the officials of 
the exporters association (Asociacion Mexicana de Exporta- 
dores de Cafe). Also talked at length with some of the 
leading coffee growers. They, like the other Centrals, are 
not selling coffee because of the stabilized prices in Central 
America, and are very concerned re developments in the 
Central American countries. The Mexican Government has 
bought coffee from the producers, This coffee has not been 
sold. The exporters also have unsold coffees and they now 
want the government to take it over as they maintain that 
their members are being pressed to meet their obligations. 

I had a lengthy meeting with the Minister of Agriculture, 
Mr. Adame who is a good friend of Ambassador Mann and 
a gentleman that I have known for several years. He is con- 
siderably concerned for the economy of the Central Ameri- 
can states. Incidentally, Mexico is least affected by coffee 
exports. However, coffee is a major issue even in Mexico. 
Like so many other officials I met in Central America he ex- 
pects President Kennedy to take some action as indicated in 
Point 5 of his “Alliance for Progress.” He favors use of a 
revolving fund to take care of any quota excess so that the 
Central American members of the International Coffee Agree- 
ment won't be stampeded into selling their coffees. 

Officials in several countries expressed strong feeling re 
arrangements between coffee buyers in this country and vari- 
ous governments in Latin America. They are opposed to any 
special arrangements affecting one segment of the industry. 
Exporters expressed similar comments in a meeting, pointing 
out that, . . . these arrangements disturb the market, de- 
prive the green trade of normal business activity and make 
it difficult for smali roasters to compete and even to stay 
alive.” 

I spent about one hour with Minister Adame. His next 
meeting was with exporters, some of whom also grow coffee. 
There were about thirty-five to forty of them waiting in the 
ante-room. I learned later that day that the Minister had 
agreed that the government would buy their surplus coffee 
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so that they might meet their commitments. 

While on this trip I expected to be told that higher green 
prices are needed by the porducing countries. I have heard 
this statement on every trip to Latin America. However, the 
leaders of the nations that I recently visited are deeply con- 
cerned, They have seen what has happened in Cuba and 
they realize that it could happen in their country. In each 
country I was assured that the taxing system was being re- 
viewed with the hope of making the base broader and the 
rate higher. 

Unemployment relief, or a form of social security, is in 
effect in some of these countries, as is a law which in 
principle makes it almost impossible to dismiss an employee 
after ten years of employment. They know that there must 
be more teachers, more schools and better living standards. 

I spent considerable time visiting with U. S. officials. 
One said that the situation is very serious in Central America. 
This gentleman feels strongly that we must have a show of 
hands to determine which countries are favorably disposed 
to our form of philosophy and frankly he doubts if all 
nations in Latin America will go along with us in our 
desire to “isolate” Cuba. 

During my conversation with one U. S. official, I ob- 
served that Communism seemingly had grown alarmingly 
since my last visit to Latin America. I gathered from this 
gentleman’s observations that there was a small hard, well- 
trained corps in each country which is causing the trouble 
and under a special series of circumstances might have the 
means to take over management in various countries in 
Latin America. 

I had a profitable meeting with Ambassador Mann, a level- 


headed gentleman whom many of us know. I pointed out to 
Ambassador Mann that since his departure from Washington 
a few weeks previously I did not know who had taken over 
his former duties. His unofficial observation was that he 
believed than an announcement would be made sometime 
in June or July re a replacement who would probably take 
over his former assignment. 

The trip that I has just completed to many of the pro- 
ducing nations of Latin America, excluding Colombia, has 
been most enlightening. I have lived in Latin America, 
namely in Argentina, Brazil and Colombia and I have travel- 
led through these and other Latin American nations many 
times. I have never seen more drastic and unpleasant 
changes than I did on this last trip. I saw organized pro- 
Castro demonstrations against the United States in Brazil. I 
saw intelligent men in Central America criticize the United 
States for things that seemed unfair to me but might not 
have been expressed had we in the last ten years exerted a 
stronger form of leadership in Latin America. And I have 
learned that Castroism does not mean Communism to many 
in Latin America but a symbol of land reform and better 
living wages. 

Bigness and wealth and prestige have their drawbacks 
and responsibilities. Rather than expect people to like us, 
we should be sure that they respect us, On the other hand, 
I learned that many working people work but seven months 
a year; that they make from sixty cents to one dollar and 
twenty cents a day. I was also told in many countries by 
various people that in the past year many farmers have lost 
money and many exporters have not made a profit. And, 

(Continued on page 27) 





every woman loves being a matchmaker... ' 


and that makes for a real hot premium idea. Feature Morgan-Jones’ kitchen 
matchmates, their newest repeat-sale premiums...color-coordinated terry dish 
towel, plus utility cloth, dishcloth, potholder. Add one part to each item you 


want to move fast.She’ll want the set.And you'll get 4 sales every Zam 
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Morgan. | —Jowes 


PREMIUM DEPT., 404 FIFTH AVE. | NEW YORK 18, N.Y. 





The Diamond Merchants 


Shortly after the turn of the century a young man in 
Birminghain, Ala, entered into a new business venture 
with “‘a little money, a knack for selling, and a lot of faith.” 

William F. Donovan, founder of the Donovan Coffee 
Co., watched his enterprise grow. With a keen insight 
into merchandising methods and appreciating the value of 
advertising, Donovan parlayed the small business into a 
statewide coffee and tea empire. The Red Diamond brand 
became well known locally and eventually took its place 
among the nationally-advertised brands in the Birmingham 
The names “Donovan” and “Red Diamond’ became 
synonymous with “successful merchandising.” 

Today, with his sons at the company helm, the Donovan 
territory has outgrown Alabama and has expanded into 
neighboring states on both sides. Fourteen countries in 
Georgia and three in Mississippi are now included in the 


area 


company's marketing area. 

According to the Birmingham News Consumer Analysis, 
an annual survey of marketing conditions in the Birming- 
ham area, Red Diamond coffee and tea have consistently 
out-sold—every year since the mid-Forties—all other brands 
in the area, including those advertised nationally. 

William S. Donovan, president and son of the founder, 
attributes the continued success of the company to ex- 
tensive advertising and energetic promotional efforts, 

“We utilize all media of advertising,’ Donovan said. 
“With an annual advertising budget of about $325,000, 
we rely heavily upon television, radio and the area news- 
papers 
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of Alabama 


The Donovan Co. sponsors several half-hour programs 
each week on area television outlets. Besides this, the com- 
pany buys spot commercial time on several radio stations 
each day. 

Aimed at the mass market of coffee and tea buyers, the 
Red Diamond commercials are presented simply and taste- 
fully. 

“In addition to the more glamorous methods of adver- 
tising,’ Donovan continued, ‘we also utilize to a great 
extent 24-sheet posters, in-store advertising material, and 
in-and-out signs at supermarket parking lot entrances. Not 
to mention point-of-purchase material in the stores.” 

Red Diamond's most unusual, and certainly its most ef- 
fective, promotional effort is its Premium Department. 
Here, in an attractive and well-lighted display room, the 
customer can redeem the coupons clipped from Red Diamond 
labels in exchange for any of the nearly four hundred items 
offered by the Premium Store. These premiums range in 
variety from toys, home decorations and linens to many 
different types of housewares, kitchen utensils and china- 
ware. 

Questioned about the company’s reason for handling its 
own coupon redemptions rather than contract with a trad- 
ing company, Donovan replied, “The accent is on quick 
redemption. Having our own Premium Store here at the 
plant eliminates the necessity for the customer to mail his 
coupons to Chicago or somewhere else and then having to 
wait an indeterminate period of time for the shipment to 
arrive. 
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“Then, too,” he added, “when the customer comes to 
the plant to redeem his coupons it puts the company-con- 
sumer relationship on a little more personal, a little more 
intimate, basis. The customer leaves with the name “Red 
Diamond” implemented a little more firmly in his mind.” 


Indicative of the Premium Department's success is its 
high rate of coupon redemption; the shelves maintain a 
fairly high rate of turnover. all year round. The average 
customer seems to be impressed with the quality as well as 
the variety of items offered for redemption. One house- 
wife was recently overheard to say, “I could’ve spent all 
morning there just looking around!” 

For a number of years the Premium Department was ex- 
clusively a feature of Donovan Coffee Company. It is 
now a joint venture with three other local concerns—a mill- 
ing company and two bakeries having bought into the Pre- 
mium Store. The other companies, following Red Diamond's 
example, had printed coupons incorporated into their labels. 
These coupons are redeemable at the Double Dividend 
Premium Store at the same rate of exchange as Red 
Diamond coupons. 

The name “Double Dividend,” incidentally, is a typically 
shrewd Donovan maneuver—a two-pronged psychological 
attack aimed at the consumer. Each Red Diamond coupon 
bears the copyrighted slogan: “DOUBLE DIVIDEND PRE- 
MIUM PLAN--1. Valuable Gifts. 

2. Quality Products,’ the idea being that the consumer 
benefits in not one but two ways when he buys Red 
Diamond products. 

The company received a staggering blow when the plant 
was destroyed by fire in October, 1955. The loss to build- 
ing equipment was total. 

Yet adequate insurance coverage and an indomitable will 
to survive in the business world brought the Donovans to 
the top again. 

Two years later, in August 1957, Donovan Coffee Co. 
commenced operations in its brand new plant on Vanderbilt 
Avenue. Completely modern in every respect, of red brick 
construction with a streamlined front, the new plant con- 
tains 65,000 square feet of working space—a considerable 
increase in area over the old building. Off-street parking 
facilities are provided for employees and for visitors to 
the plant and the Premium Store. 

The new building houses a three-roaster plant, built only 
after careful consultation with architects and designers. 
Donavan describes the new operations as “smooth and 
streamlined.” The roasting equipment was supplied by 
Jabez Burns & Sons, of New York. 

Asked who furnishes the company with glass jars for 
packaging instant coffee and tea, Donovan smiled and 
said, “Here again we have one of our company ventures. 
Until recently, our jars were supplied by a New Jersey firm 
that was jointly controlled by Red Diamond and several 
other coffee and tea companies.” ‘Companies not in direct 
competition with each other!’’ he added hastily. 

The majority of Donovan's other packaging materials is 
supplied by American Bag and Paper Company, of Phila- 
delphia. 

Since moving into the new plant the company has ex- 
perienced an approximate ten percent growth in sales. This 
increase, according to Donovan, reflects the effectiveness 
of Red Diamond’s merchandising policies. 

(Continued on page 27) 
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TRUCK FLEETS — Lease or Buy... 


1. WHAT’S THE DRAWBACK TO TRUCK OWNER- 
SHIP? 


There is no drawback, Truck ownership is a fine 
luxury which most coffee and tea packers and distributors 
enjoy—whether they can afford it or not. The fact is, 
ownership of a truck fleet takes liquid capital out of a 
business and freezes the cash in fixed assets. Not many 
companies can afford to do this—but they do. 

As every businessman knows, a company’s earnings are 
determined by the amount of the company’s liquid work- 
ing capital and the number of times within the year this 
working capital is turned over profitably. A successful 


business tries to keep its working capital active in current 
operations—and not tied up in fixed assets. 


2. NORMALLY, HOW MUCH DOES WORKING 
CAPITAL EARN? 


Depending on the industry, profits on liquid working 
capital range from 20 to 90 per cent before taxes. That 
means 10 to 45 per cent after corporate taxes. 

Typically, in the coffee and tea industry, processors earn 
an average of 31 per cent on working capital before 
taxes, while wholesalers earn an average of about 16 per 
cent on working capital before taxes. The difference re- 
flects the greater relative tightness of working capital 
among processors. This means that if a producer takes 
a dollar out of working capital and freezes it in fixed 
assets (for example, a truck fleet), the company is reduc- 
ing its annual profit by 31¢. If the company uses 
$100,000 of its working capital to purchase a 25-truck 
fleet (to use round numbers), the company is giving up 
before-tax profits of $31,000 in the first year alone— 
because that is what the working capital could earn if 
left working in the business. 

It is for that reason that truck fleet ownership is a 
luxury. Actually, few of the packers or distributors who 
own their fleets can afford the luxury. The obvious solu- 
tion would be for a company to lease a truck fleet. In 
this way the company would have the benefit of conserv- 
ing its working capital and, at the same time, having a 
fleet under its own control to do its hauling. Unfortu- 
nately, this has not been true in the past. Until recently, 
no company could lease a fleet without full Maintenance 
provisions—which often made leasing costs too high for 
most companies. 


3. WHAT KINDS OF TRUCK LEASING PLANS ARE 
NOW AVAILABLE? 


There are two different plans: 

A. The Finance Lease—Under this plan a company 
leases its truck and nothing more. This is new to the 
truck field. Under this plan, companies are not obligated 
to pay for any services other than leasing of the trucks. 

B. The Full Maintenance Lease—This is the plan which 
was typical of leasing trucks up to now. Under this 
plan the leasing company provides trucks, garages, main- 
tenance, repairs, cleans the trucks—does everything but 
supply the driver. 
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Under both types of leases, trucks are engineered for 
the job by the leasing companies. 


4. WHAT ARE THE ADVANTAGES AND DISAD- 
VANTAGES OF THE FINANCE LEASE PLAN? 
The Finance Lease is new to trucking and is offered only 

by major truck leasing organizations. The Finance Lease 

is a lease of trucks only, and is not encumbered by main- 
tenance or service charges. 

In the Finance Lease plan, the truck fleet is purchased 
by the leasing company, delivered to where it will be used, 
and leased for a term approximating the estimated life of 
the equipment. For light trucks, 40 months is typical; 
for heavy trucks, tractors and trailers, longer terms are 
usual, 

The basic advantage of the Finance Lease is that it 
offers the lessee the main advantage of leasing—con- 
servation of working capital—while leaving him free to 
obtain economy in operation and to provide himself with 
the maintenance and service plan best suited to his fleet. 

Thus, companies which already have facilities for garag- 
ing trucks, or parking lots, can obtain the benefit of 
leasing without wasting their present facilities. Other 
companies are able to service their truck fleets with maxi- 
mum economy by using a local truck agency service— 
such as Chevrolet agencies for Chevrolet trucks, etc. A 
company is thus able to conserve its working capital by 
leasing its trucks, but is not compelled to pay a leasing 
company for maintenance services which may be obtained 
at lower costs, or may be unnecessary. 

Where piggyback equipment is concerned, companies 
can lease their trailers, use the special low rates available 
to private carriers, and move their products by rail, thus 
effecting further economies. 

Another advantage of the Finance Lease plan is that 
leasing charges are based on the fleet discount price of 
the trucks, and not on the retail list price. Thus the lessee 
obtains the benefit of the leasing company’s ability to 
purchase vehicles at the lowest possible price. Even with 
cancellation, the lessee pays only the fleet discount price. 

However, the Finance Lease plan offers no advantages 
for companies in the following situations: where company 
trucks operate over punishing terrain with utmost wear- 
and-tear; or where perishable products are moved by 
truck, and extra trucks must be available for instantaneous 
emergency; or where all truck expenses (including main- 
tenance and repair) must be budgeted in advance. In 
these three special situations, the Full Maintenance Lease 
is more advantageous than any other. 

The Finance Lease plan is of special value to com- 
panies with the following types of fleet operations: 

a. For a company which has truck parking facilities 
and can save money by using local maintenance and 
repair organizations. 

. For company service trucks or service industry trucks 
which normally do not get very rough treatment. 

. For department store delivery units based on ware- 
house near parking space. 

. For over-the-road operations based on regional 
plants or warehouses located so that trafic manage- 
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ment can avoid deadhead trips longer than one day. 

e. For companies whose freight has large bulk but little 
weight, and thus is expensive to ship by common 
carrier, 

. For companies whose trucks are engaged in long 
hauls and hence not available for nightly servicing 
at a central depot. 

(An objective examination of the whole problem of 
truck leasing, including comparative cost charts, has been 
published by the Foundation for Management Research. 
It is entitled, “Truck Fleets: Lease or Buy? An Analysis 
of Truck Transportation Costs.” Single copies are avail- 
able free to executives who write to the Foundation at 
121 West Adams Street, Chicago 3, Illinois.) 


5. WHAT ARE THE ADVANTAGES AND DISAD- 
VANTAGES OF THE MAINTENANCE LEASE 
PLAN? 

For companies which need the particular benefits avail- 
able under maintenance leasing, there is nothing finer. 
For example, under the Full Maintenance Lease, the leas- 
ing company provides the trucks and garages, maintains, 
services, and repairs vehicles, supplies replacement vehicles 
in the event of breakdowns, etc. The lease is for the esti- 
mated life of the equipment. The company supplies only 
the drivers and traffic manager to control fleet operations. 

The advantages of this lease plan are: 

a. Company capital is conserved for other uses. 

b. The headaches of maintenance, replacement, and re- 
pairs are transferred to the leasing company. 

c. Quick additions or substitutions of trucks to the fleet 
in emergencies, are part of the lease plan. Nor- 
mally, the leasing company provides one standby 
truck for every 10 trucks in service. This tends to 
justify the extremely high charge for maintenance 
leasing. 

The Full Maintenance Lease has proven most economical 
and efficient for companies which have a large number 
of trucks operating in a restricted local area and which 
need daiiy if not hourly maintenance service. Such com- 
panies as dairies, breweries, producers or distributors of 
all sorts of perishables, need immediate maintenance 
and stand-by service. 

Availability of round-the-clock maintenance service is 
vital in some industries—but why should a producer of 
steel, or machine tools, or textiles, or the vast gamut of 
non-perishable commodities, pay for such emergency 
maintenance and stand-by service, if the company doesn’t 
need it? Only a small percentage of companies actually 
need such daily maintenance and emergency stand-by 
services, 

The Full Maintenance Lease has four major advantages, 
as we have seen above. However, there are three disad- 
vantages which have limited its growth: 

a. The cost per mile, considering all fixed and opera- 
tional costs, is 15 to 20 per cent higher under a 
Maintenance Lease than under a non-maintenance 
(Finance Lease) lease. Since lessees are apt to mis- 
use trucks under a Maintenance Lease, the leasing 
company must add a large margin for maintenance, 
repairs and service—whether they are needed or not. 

. The cancellation clause, which, if used, forces the 
lessee to purchase the trucks, paying the full differ- 
ence between the original list price of the vehicles 
and the (straight line) depreciated value. 
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c. In the instances where drivers must report first to 
the leasing company’s garage for their vehicles and 
then to their company plant for goods, the cost of 
portal to portal pay is wasteful and expensive. 


6. WHEN IS A COMPANY-OWNED FLEET DESIR- 

ABLE? 

A company-owned fleet is the most common solution 
to a company’s transportation problem—judging from the 
fact that 62 per cent of all the trucks on the road are 
company-owned. The remainder are either owned by 
common carriers, contract carriers, railroads, govern- 
ment, farmers, or are leased. The primary virtue of com- 
pany ownership of truck fleets is presumed to be lower 
cost. But what most companies overlook is the cost of 
capital invested in their truck fleets. 

As we have seen, when a coffee packer takes $100,000 
out of working capital and freezes it in a 25-truck fleet, 
this company is sacrificing $31,000 in before-tax profits 
the first year alone. When this sum is added to the 
other costs of company-owned fleet operation, then com- 
pany fleets are often the most expensive form of trans- 
portation. 

There are only two kinds of situations where there is 
justification for use of company capital in acquiring a 
truck fleet: (a) the company has more liquid working 
capital than it needs in the business and can spare the 
cash for trucks, or (b) the company’s return on working 
capital is so low that it does not pay to lease in order to 
obtain additional working capital. 

However, where a company can use not only its present 
working capital but additional working capital in the 
business, it would be foolish to freeze part of the com- 
pany’s cash in a truck fleet. Truck fleets are available 
without investment of company capital, They can be 
leased, as we have seen. True, up until now truck fleets 
could not be leased without expensive Full Maintenance. 
But this is now changed. The Finance Lease makes truck 
fleets available without any extra trimmings. 


7. SUPPOSE A COMPANY DIDN’T WANT TO OWN 
OR LEASE ITS TRUCKS, ARE THERE OTHER 
ALTERNATIVES? 

The first alternative is common carriers; the second 
alternative is contract carriers. By using either one, a 
manufacturer takes himself out of the transportation 
business. 

The use of common carriers is economical in these 
situations: 

a. Where distances involved are so great that dead- 
heading (a return trip with an empty truck) takes 
longer than one day. 

b. Where a company’s merchandise commands a low 
rate from common carriers. 

c. Where the company’s trucking volume at any one 
time is too small to justify use of owned or leased 
trucks. 

These conditions apply to many smaller firms, as is 
witnessed by the fact that the common carriers employ 
fewer than 10 per cent of the trucks on the road, but 
move more than 30 percent of the goods carried in trucks. 

The disadvantage of common carriers are three: their 
use is quite expensive; they may not be able to do the 

(Continued on page 18) 
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job desired; and by use of common carriers, a corporation 
loses control over delivery of its goods. However, com- 
mon carriers solve the transportation problems for many 
companies. 

Contract carriers are somewhat different. More or less, 
they charge the same rate as common carriers, and they 
can give better service in a small territory. For example, 
a manufacturer may have 100 delivery points in a limited 
area or state. A contract carrier would charge much lower 
rates to make all these stops than would a common carrier, 
A contract carrier is very close to its client manufacturers 
and works only for a limited number of clients. 

But the contract carrier is limited in the variety of com- 
modities it can carry, and is hobbled in its rate-making. 
A contract carrier would be economical to use under cer- 
tain special conditions: 

a. The contract carrier has a permit to carry the specific 

commodity which the manufacturer wants to ship. 

b. There is no long-haul merchandise which requires 

interline trans-shipping. 

c. The manufacturer requires a large number of de- 

livery stops within a limited territory. 

d, The freight is in large, annual volume, fairly regu- 

lar, and within the limited territory of the carrier. 

Under these conditions, a contract carrier is efficient 
and satisfactory—and would obviate any need to invest 
cash in company-owned trucks. 


More than 65 years of experience as importing agents 
and brokers in meeting the needs of green coffee buyers. 


RUFFNER, McDOWELL & BURCH, INC. 


Coffee Importing Agents and Brokers 
Established 1896 


CHICAGO: 408 W. Grand Ave. 
NEW ORLEANS: 419 Gravier St. 


New York: 98 Front Street 
SAN FRANCISCO: 214 Front Street 
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Coffeeer Coffee! 


S. A. SCHONBRUNN & CO., INC. 
Ruby Avenue ¢ Palisades Park, N. J. 


Grand ond 
New York Office: 106 Front St., N. Y. 5, N. Y. 
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Coffee via “Piggy-Back” 


The little pig who went to market might be the unofficial 
symbol of the railroads of the South as they expand their 
services to serve the coffee trade of inland U.S.A. During 
the last three years a new pattern of shipping has emerged 
which enables the rails to compete with motor carriers 
for shipments to roasters located away from track facilities. 


Truck on freight car, familiarly known as ‘‘piggy-back,” 
tried on a limited basis at first with coffee, at once proved 
so successful that all lines offering the service have ex- 
panded their facilities and report the business increasing 
rapidly. 

Among the railways operating out of New Orleans, the 
Illinois Central has long treasured its reputation as a 
coffee-carrying line. In 1958 the I. C. expanded its piggy- 
back service to link the port city with processors in Chicago, 
St. Louis, Memphis and Jackson, Miss. The immediate ac- 
ceptance of the method of loading the bags of green 
coffee into trailers which in turn are driven aboard specially 
equipped flat cars and secured with a positive type of shock- 
resistant rigging quickly led the I. C. to add other cities 
to their piggyback roster. Now Detroit, Kansas City, Mo., 
Minneapolis and St. Paul, Indianapolis and Louisville, Ky. 
are also destinations for green coffee. 


Another coffee shipping pioneer, the Louisville and 
Nashville Railroad, now uses T.O.F.C. to serve Birming- 
ham, Louisville, St. Louis and Chicago. Freight agents for 
the Missouri Pacific express great satisfaction with the 
reception received by their piggyback coffee service to 
points in the mid-west, notably St. Louis and Kansas City. 
The Texas and Pacific now serve Fort Worth by piggy- 
back and officials indicate an expansion of the media in 
the future. 

Cited as advantages of the method are dependability, 
sized with the loaded trailer driven directly off the flatcar 
speed and flexibility. Door-to-door convenience is empha- 
at destination and straight to consignee, ready for unload- 
ing. Since expeditious service is especially desirable in the 
coffee field, railroad men point out that their fast freights 
operate regardless of weather and even on holidays. For 
instance a coffee shipment loaded at New Orleans by 
mid-afternoon on Monday, is at the roasting plant in Chi- 
cago in time for operations on Wednesday morning ac- 
cording to the I. C. Correspondingly speedy shipments to 
other points are offered by the various rail carriers. Dam- 
age to shipments is practically eliminated their representa- 
tives state. 

Coffees imported for sale, if not sold quickly, are al- 
lowed several days free storage time on the wharf by the 
Port Commission. When time is desired for consolidation 
of shipment, railroads permit shipments to remain in their 
depots for 15 days without charge. The Illinois Central also 
maintains their own Stuyvesant Dock for such purposes. 
This storage service gives coffee customers a chance to 
take advantage of market changes. It allows the roaster 
to purchase the certain types used for blending purposes 
when the price is favorable. Interior roasting plants with 
insufficient storage space thus leave such purchases in the 
Crescent City, being assured of speedy delivery when 
needed. 
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Details Make 
” the Difference 


Most of our clients, like yourself, have learned 
to take for granted the unique habit we have 
of keeping you posted on what is going on with 
your shipments-arrivals, delays, late arrivals of 
vessels, changes in scheduled routing, rates, regu- 
lations, papers, and myriad other details of for- 
warding. 

You take these details for granted, but we don’t. 
Our personnel is trained to take nothing for 
granted. They are taught that each seemingly 
little detail is as important as the whole. 


That is why our customers are not afraid to 
recommend us to others even for first time jobs 
that are fraught with difficulties. 


S. JACKSON & SON, Inc. 


Shipping Representatives Since 1902 
P. O. Box 137, New Orleans 3, La 


y needed facility —plus common sense! 





Canadian Spice Association: from left, Jack Lewis, past presi- 
dent, G. T. F. Hillier, incoming president. 


The Canadian Spice Association held their 19th Annual 
Convention at the Alpine Inn, Ste. Marguerites, Quebec on 
June 10th. George T. F. Hillier of Brooke Bond Canada 
Ltd., Montreal, was elected president. Earl Morrison of 
Gorman Eckert & Co., Ltd. was elected vice president, R. G. 
Shampagn of W. T. Rawleigh Co., Ltd. secretary and 
Walter Goetzel, treasurer. At the banquet Jack Lewis, re- 
tiring president, was presented with a silver tray. 

Mr. Stewart P. Wands, executive vice president of The 
American Spice Trade Association was guest of honor. 
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Packaging... 


by ROBERT SIDNEY DICKENS 


Critical evaluations of current package designs are being 
made by national, regional and local coffee and tea processors 
today as part of a constant effort to discover product weak- 
nesses that tend to inhibit sales. 

And often when re-design is indicated, another puzzling 
problem confronts management concerning the “mysterious” 
professional known as a package designer. Many firms have 
never worked with a designer and questions unanswered in- 
clude: Just what is a package designer? Is he a necessary 
part of new design or re-design program? Is he expensive? 

Perhaps the fault here lies mainly with package designers 
themselves who have projected a rather distorted image of 
their industry through inadequate public relations and some 
forceful but unwise statements in the trade press. In reality, 
the design profession has formed into a group of serious, 
knowledgable, competent performers working collectively in 
organizations such as the Package Designers Council. A 
rigid code of ethics has been adopted along with high stan- 
dards of performance and an effective means of policing both 
factors. Myths and misconceptions have long lives, however, 
and continue to persist. 

In the majority of cases, a professional package designer 
is an individual with a graphic arts background who has 
specialized training, broad knowledge and wide experience 
in the total presentation of a packaged product. He must 
be able to start with the client's problems, know how to find 
out these problems if the client is unsure of his own direc- 
tions, know how to evaluate the package as being one ap- 
propriate for the product, understand how to build in the 
right shelf appeal for the right product, be able to create the 
most reproducible form of artwork and supervise the print- 
ing and production until the item finally appears on the shelf. 

Whether he does all phases of the work himself, he at 
least must be able to provide these services and judge them. 
Only a few designers actually qualify as package engineers 
but they all have the know-how to work with packaging en- 
gineers to get satisfying results for their clients. 

While methods may vary somewhat, package designers 
have one principal goal—to move more merchandise off of 
the shelves. But before a pencil is even put to paper in the 
first rough sketch, a designer must equip himself with the 
necessary facts affecting the ultimate design, including: 

. . he must counsel with the manufacturer to determine 
as much about the product as he can and to learn what com- 
petition will be in the field. 

. . he must confer with the advertising agency to ascertain 
plans for advertising and promoting the product. 

. . he must go out into the retailing floor and gather 
pertinent visual evidence of conditions under which the final 
design will have to perform. 

. . he must know where the product will be seen in the 
store, at eye-level, below eye-level and the general location of 
the product’s department—back of the store, in the middle, 
near the checkout. 

.. . he must be able to ascertain perimeter competition ; or 
in other words, not only know what the product will be 
competing with on the shelf but also what sort of visual 
competition is offered by adjacent departments. 
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.. . he must see the product against all existing competi- 
tion, whether it be local, regional or national brands. 

Only after all of these facts are scrupulously gathered is 
the designer ready to begin a real creative effort. These 
points are constantly used for reference as the design pro- 
gresses with additional design checks formulated, dependent 
on the product, of course, but usually including brand identi- 
ty—product identity—mass display value—freshness—quali- 
ty connotation—male and/or female appeal—product im- 
pact—manufacturer identity—and design distinction, 

When the final design is completed and “‘mock’’ packages 
created, the designer may suggest testing in restricted market- 
ing areas where adequate controls can be maintained. Or he 
may recommend visual research be conducted in order to sub- 
stantiate the value of various design elements. A number of 
designers have this basic testing equipment and are able to 
conduct these visual probes within their own organizations. 
Perhaps here we should pause to mention that the majority 
of designers believe any testing device is a helpful tool—no 
more—no less. Even the finest testing apparatus has serious 
limitations and often this type of research simply corrobo- 
zates what a designer, in his role as a professional, instinctive- 
ly knows to be true. 

A second tseting area, involving intricate psychological 
methods, is usually the responsibility of an outside research 
group qualified in the problem to be explored. Even though 
not directly involved, the designer is in an ideal position to 
work with this type of independent research organization. 

After the design is approved, the next step requires the 
designer to see the job through its final production stages. 
He must be totally responsible for the basic production, 
naturally being entirely familiar with materials, printing 
methods and printing results. In addition, he must give 
careful attention to the shipping carton that will carry the 
product in quantity to market, knowing the rules governing 
carton identification and how it will be handled in ware- 
houses and other distribution points. 

Once the product is on the shelf—what next? In the ma- 
jority of cases, all the study, work and research that has 
gone into the design creation begins to pay off. In rare, iso- 
lated instances, trouble might develop and the designer must 
possess the ability to gather facts and make whatever cor- 
rection is necessary. Nobody is always 100 percent correct in 
all endeavors, but professional training and background 
equips the package designer with the finest tools available 
to produce the easiest, most thorough route to packaging 
design success. 

Packaging re-design is virtually always a sales stimulant 
for two reasons. First, if the design is effective, it will do a 
good selling job on the shelf. Generally, it is supported by 
an increased ad budget which also serves as an additional 
sales incentive. But packaging must also be backed by a 
quality product for even the best package will sell a poor 
product only once. 

Packaging re-design should naturally have increased sales 
as its goal yet in many instances it may be necessary to re- 
design simply to hold the customers a product already has, 
or to attract old customers back to the product. Staggering 
statistics have been offered at times as to how much a new 
package has stimulated sales, but remember, packaging is 
only one facet in today's complicated marketing picture. 
It can't perform miracles nor even do an adequate job unless 
supported by advertising, merchandising and the proper 
distribution, 
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Another myth that should be exploded is the “fabulous” 
fees reportedly demanded by packaging designers. Actually, 
when all the time consuming steps needed in proper design 
are examined, perhaps the fee, if anything, is inadequate. 
Very often the price paid the designer for his work may not 
equal the cost of full color plates to reproduce the package 
for its first run. 

Manufacturers are cautioned not to wait until the situation 
is desperate to bring in the packaging designer. He is not a 
gtaphic “witch doctor” capable of working miracles over- 
night. A manufacturer thinking about marketing a new 
product should bring the designer into the picture at the 
beginning. Consult him when the product is in its initial 
stages so that the proper groundwork can be laid to afford 
an ideal design ‘‘climate” for ultimate success. 


* * * * 


Willis sees growing opportunity 
for food industry in Europe 


“Many of the countries in Europe are more prosperous 
today than ever before. People have more money to spend, 
living standards are improving, and they are looking for 
new and better things. Many GMA members are highly 
successful in expanding their business in Europe. They are 
doing so either by shipping their goods over there from 
here, by building their own factories over there, or by buying 
into local manufacturing companies,” reports Paul S, Willis, 
president of the Grocery Manufacturers of America, Inc., 
upon his return from Paris, France, where he went as a 
guest of the U. S. Department of Agriculture to represent 
the U. S. food industry at the “Fair of Paris’. 


“Economic conditions in France and the other countries 
belonging to the Common Market are excellent’, Mr. Willis 
says, “Business seems to be booming. In some countries 
they have more jobs than workers. The Common Market 
plan has worked wonders. Their original plan called for a 
gradual reduction of tariff rates between countries, with the 
low mark to be reached at the end of ten years. The opera- 
tion has been so successful that they hope to achieve the ten- 
year mark within three years. It is openly predicted that 
England will join the Common Market group”. 


The American Exhibit at the 1961 ‘Fair of Paris’, May 
18 through May 29, 1961 featured over 1500 typical U.S. 
convenience food products supplied by about 75 GMA mem- 
ber companies. It was the first major U.S. food show to be 
presented in France, and was sponsored by the Foreign 
Agricultural Service of the U. S. Department of Agriculture. 
Over 400,000 people viewed and sampled such American 
convenience food products as canned foods, cake mixes, fro- 
zen foods and citrus juices, instant dry milk, and so on. 


“Super markets have proved themselves very popular with 
European housewives’, Mr. Willis said, “in England, Bel- 
gium, Germany, Italy, France, and other countries. Plans 
are underway to open up more of them as fast as they can 
be built. : 


“Europeans have a great interest in American convenience 
foods. More married women are working, and they find the 
minimum time and effort required to prepare appetizing, 
nutritious meals with our products most appealing. At other 
GMA-sponsored exhibits at U, S. trade fairs in recent years 
at Lausanne, Switzerland, Cclogne, Germany, London, Eng- 
land, and Munich, Germany, the enthusiastic response of the 
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large numbers of people of those cities who thronged into 
the exhibits was most impressive. 

“We consider these overseas trade fairs excellent for ex- 
hibiting our American food products because of the great 
interest which the trades people and consumers have dis- 
played in them. Moreover, these products serve as ‘goodwill 
ambassadors’ to help bring the story of America to the 
people of Europe.” 


A new blend of coffee in a richly colored package de- 
signed by Frank Gianninoto & Associates, Inc. is currently 
being introduced in the South by Royal Cup, Inc. of Birming- 
ham, Alabama. William E. Smith, President of Royal Cup, 
which also markets spices, tea, and extracts, reports that the 
new design has already generated considerable consumer in- 
terest and is being enthusiastically received by retailers 
throughout the area. 

The design project involved development of a new Royal 
Cup trademark and logotype, and new design treatment for 
coffee bags and tins in several sizes for both the consumer 
and institutional market, and labels and closures for jars of 
instant coffee. In addition, the Gianninoto organization has 
adapted the design to shipping bags, trucks, and company 
letterhead. 

Packages for the consumer line—bags, labels, and vacuum 
tins—are now a rich maroon. The name “Royal Cup” ap- 
pears in simple, clear maroon lettering in a white oval with 
a gold border. Above the name is a gold, goblet-like device 
surmounted by a crown. 

Running diagonally across the package and behind the oval 
is a three colored band resembling a ribbon attached to a 
medal. Colors of the ribbon are gold, yellow, orange-red. 

Both the design and color of the old packages failed to 
suggest rich, flavorsome coffee. Colors were two shades of 
blue or, in the case of Royal Cup’s coffee and chickory 
blend, two shades of green. Neither, according to Gian- 
ninoto, could convince a new user of the high quality of 
Royal Cup coffee. 

Introduction of the new blend and the new design has 
been accompanied by strong regional promotion, Robert 
Luckie & Co., Inc. is the agency. 

Coffee for the institutional market is packed in heavy kraft 
bags on which is printed the new logo and trademark in 
deep blue and rich red. 

Royal Cup’s suppliers are Continental Can., American Can, 
Union Bag-Camp Manufacturing Co., Owens-Illinois, Mil- 
print, Closex. 
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A new, electronically controlled, fully automatic carton 
selector system, which differentiates among 31 different 
types of packaged products (31 codes with one code for 
each type of product) on a moving conveyor and auto- 
matically sorts and diverts each of them to the proper one 
of 31 possible destinations, has just been announced by 
Atronic Products, Inc. A unique feature of the system is 
that, if desired, you can route a number of different pro- 
ducts to any one destination point. The entire operation 
is accomplished at one setting of the system’s toggle 
switch control console. Each type of packaged product 
is identified by a code printed on the carton and read 
photoelectrically by the selector system, This system, 
which also counts and totals the passing cartons, is used at 
conveyor speeds up to 200 ft./min. 

Named the Atronics Automatic Carton Selector, Model 
415, this system can be applied to virtually any industry 
which utilizes materials handling conveyors, The automo- 
tive, bottling, food processing and packaging industries 
are just a few examples. Outstanding benefits to the user 
include a completely automated conveyor system, sharply 
reduced labor costs and much more rapid and accurate dis- 
tribution and handling of packaged goods. 

The Model 415 can also be utilized in conjunction with 
4 proportional speed memory system where the output 
signal from the 415 is held by the memory until the pack- 
age arrives at its selected divert point. 

It is particularly well suited for use where mixed pro- 
ducts combined on a single conveyor must be separated 
for specific handling operations, or where many units 
of the same product on a single conveyor must be schedul- 
ed for a number of different destinations. 

The Atronics Automatic Carton Selector, Model 415, 
can be used in a wide variety of materials handling appli- 
cations. For example: It provides precise control of 
product flow to a series of automatic palletizers, each 
stacking one type of product; it separates up to 31 dif- 
ferent mixed products on a conveyor line for distribution 
to different warehouse locations; and it provides selective 
feeding of cartons to automatic packaging equipment. It 
is also highly useful in selective counting and inventory 
control and in the control of product flow in a produc- 
tion assembly or work process, 

In operation, the Model 415 Reader is located adjacent 
to the conveyor line and reads the codes as the cartons 
move by. Plug-in Selection Modules, one for each code, 
are installed in a remotely located Selector Panel. By 
positioning toggle switches in the Selection Modules, an 
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operator quickly selects the products to be counted and 
sorted. 

The Model 415 features a highly flexible, expandable 
design and can be adapted to almost any type of conveyor 
system. Fully transistorized for long, trouble-free life, 
it has been ruggedly designed for use in factories and 
warehouses. 

For more detailed information on the Atronics Auto- 
matic Carton Selector, Model 415, write to Atronic Pro- 
ducts, Inc., West Conshohocken, Pennsylvania. 

a * * * 


Sammy Sofferin (right) owner of Detroit's exciting 
Wonder Bar and Steak House, proudly hangs his Golden 
Cup Award placque in the lobby of his restaurant. The 
award was recently sent him by the Coffee Brewing Insti- 
tute, Inc. for excellence in coffee brewing. 

On the left is Charles S. Litt, executive vice president 
of King Coffee, Inc. who is congratulating Sammy. Litt 
is also a member of the Hotel and Restaurant Committee 
of the National Coffee Association. 

x x 


A touch of the Orient pervaded the Nestlé booth at the 
recent Super Market Institute convention in Chicago in the 
lovely presence of Miss Nestea, the real-life personality seen 
coast-to-coast in the current instant Nestea TV commercials. 
Here Miss Nestea poses with Francis Hellerick (left), Kane's 
Super Market, Levittown, Penna.; and C. K. Clausen, man- 
ager trade relations, The Nestlé Company, Inc., White Plains, 
N. Y. Miss Nestea is being used in Nestlé’s 1961 instant 
Nestea advertising to symbolize the exotic, real-flavor quality 
of the product. The distinctive blend of Far Eastern teas that 
gives 100 per cent pure Nestea its outstanding flavor is be- 
ing promoted with the theme, “Nestea—the Ceylon Crystal 
Tea. And the wonder is, it’s instant!” 
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Modernize Your Coffee Merchandising... 


Modern merchandising in the fast growing Super Mar- 
ket field demands methods for “speeding up” the flow 
of trafic, minimize unused store area and cut overhead 
costs, wherever possible. 

One of the relatively new innovations in this field has 
been the merchandising of bagged pre-ground coffee. 
Shoppers now are able to purchase coffee, already ground, 
in a Pliofilm lined bag. The Pliofilm liner assures com- 
plete freshness for the ground coffee, throughout the com- 
plete merchandising cycle—from the grinder to the cup. 
Previously, this was only possible by the use of the more 
costly can, 

Pliofilm, itself, possesses unique characteristics, in that 
it will allow the escape of the carbon dioxide “build-up” 
within the package while preventing the entry of flavor 
stealing oxygen into the package. 

Freshness of the ground coffee is thereby assured for up 
to eight (8) weeks in properly sealed Pliofilm lined bags. 

The advantages of pre-ground coffee are many, both in 
the retailer and the consumer. 

Since the in-store grinding operation is completely elimi- 
nated in this operation, traffic jams during peak shopping 
hours are eliminated. There is no more irritation or con- 
fusion on the part of the customer. Swift flow of traffic 
through the Coffee Department allows for more shopping 
time in the rest of the store. 

Spillage around the grinder is as unsightly to the con- 
sumer as to the retailer—with pre-ground coffee, of 
course, this is eliminated, and the area is neat and clean. 

Shelf space is at a premium in the super market and the 
elimination of the grinder frees many square feet of valu- 
able selling space. 

Initial cost of grinders is also eliminated as well as 
periodic maintenance costs. 

In another “dollars & cents’ vein, pre-ground coffee in 


Pliofilm lined bags offers substantial savings to the retail- 
er in the elimination of waste and pilferage. Wrong 
grinds or partly filled bags litter the coffee area in an 
in-store grinding operation, These partly filled bags or 
wrong grinds are not purchased by other shoppers but 
rather find their way into the back room or the employee's 
coffee room. In some markets, pilferage in the Coffee De- 
partment can be quite costly. There are possibilities of 
putting a pound and a quarter of coffee in a one-pound 
bag or even two and one-half pounds in a two-pound bag. 
These are eliminated with the pre-weighed, pre-ground, 
Pliofilm lined coffee bag system. 

All of these advantages add up to happier customers 
and bigger coffee profits for the retailer. 

In actual store surveys, store managers—who were ex- 
posed to the convenient pre-ground coffee merchandising, 
preferred it 9 to 1. 

Today, many chains and independents throughout the 
country are using this new method to merchandise their 
coffee and are reaping the benefits which it provides. 

Companies such as Colonial Stores, American Stores, 
Topco Associates, Stop & Shop, First National and others, 
are now offering these extra benefits to their customers. 

Pre-fabricated Pliofilm lined coffee bags may be pur- 
chased from authorized Pliofilm Converters. These bags 
afe used with conventional filling equipment and readily 
available heat-sealing equipment to hermetically seal the 
bag. 

Fully automatic equipment is also now available. This 
equipment forms the Pliofilm lined bag, fills it and com- 
pletely seals it—ready to be shipped to the retail outlet. 

A brochure describing the benefits of pre-ground coffee 
in Pliofilm lined bags is available from the Goodyear 
Tire & Rubber Co., Packaging Films Department, Plant 
C, Akron, Ohio. This brochure is titled, ‘“Modernize 
Your Coffee Merchandising”. 
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World Tea Crop... 


The 1961 world tea crop is estimated by the Foreign 
Agricultural Service at 2,123 million pounds. This would 
be a record and 3.8 percent above the 2,046 million pounds 
of 1960. While the largest increase by continents was in 
Asia, the percentage rise in South America and Africa 
was most pronounced. 

The sharp upward trend in South America tea production 
is likely to continue. 

Production in Argentina is expected to rise substantially 
within another year or two, due to expanded acreage. Peru's 
acreage has gradually expanded, and acreage in Brazil has 
been relatively steady for a number of years, 

Most of the tea producing countries of Africa also are 
expected to increase their production. Plantings have in- 
creased at a rather steady rate during the postwar period. 
Kenya expects to produce 32.5 million pounds of tea in 
1961 compared to only 15 million pounds for the 1950-54 
period. A good flush of tea is reported in Rhodesia and 
Nyasaland where exports hit a record in 1960. Southern 
Rhodesia’s output is expected to increase considerably in the 
next decade, as there is much money being invested in the 
tea industry and the rate of expansion is rapid. 

In Asia where nearly 95 percent of the world tea is 
still being produced, the uptrend in output has been more 
gradual. 

Ceylon’s production estimated at 450 million pounds in 
1961 is slightly above the previous record of 433 million 
in 1960. Tea acreage in Ceylon has changed little in recent 
years. 

India’s 1961 tea crop is estimated at 725 million pounds. 
The 1960 crop declined to 696 million from 716 million 


of the previous year. The short crop in 1960 was due pri- | 
marily to smaller output in northeast India. This was par- | 
tially offset by a slight increase in the total crop in South | 


India, however. 

Indonesia's 1961 production will probably be about 
the same as in 1960 at about 100 million pounds. The 
Government estates in Indonesia have production quotas 
which are quantitative and not on the basis of quality. 
Downward revisions in total tea production were made this 
year, as further checking showed that smallholders’ pro- 
duction has not been as large as previously estimated. 

Japan's 1961 tea crop is estimated at 185 million pounds. 
The 1960 crop was below 1959 due mostly to drought dur- 
ing the winter and damage to the tea plants by the 1959 
typhoon 


Market Report .. . 


Business was generally less lively than before the Whitsun 

Holidays. Buying interest concentrated mainly on new sea- 
son Darjeeling and Dooars teas which are already on the 
water. Contrary to London the overseas markets were not 
quite as firm anymore than before Whitsun. 
CALCUTTA: the 2nd auction of the new season comprised 
of approximately 27.000 chests of which more than 50% 
were Darjeeling teas. Compared with the first auction of the 
new season, quality of these teas showed already a marked 
decline and prices followed quality closely. Good liquoring 
Dooars teas met the best market and prices fetched were to 
a large extent above brokers’ valuations. Russia bought con- 
siderable quantities of Darjeelings and Dooars. 

The next sale in Calcutta will be held on the 12th inst. 
and about 30.000 chests will be on offer. A considerable 
quantity of Assam teas will be printed for this sale. 
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COLOMBO: good general demand resulting in higher prices 
for finest high grown teas. Medium qualities were un- 
changed, partly even a little higher. Leaf-teas were about 
Vd to 1d lower. 

COCHIN: quality was generally declining and, with the ex- 
ception of leaf-grades, prices were slightly lower. The price- 
concertina has now closed so much that between finest and 
common teas there is only a difference of about 6d. 
LONDON: very strong demand for all qualities resulting in 
unchanged firm prices. Only thin liquoring, stalky qualities 
were neglected and easier to buy. 

The HAMBURG AUCTION consisted of about 6.000 
packages of Indonesian tea. At the beginning buyers were a 
little reluctant in their bids but as the sale progressed the 
tendency became firmer. Prices were about on the same 
level as in the proceeding auction, 


Freedomland — Lipton Inn 

When Freedomland opens to start its second year on 
Saturday, June 10 at 10 A.M., something new will have 
been added since last year: The Lipton Market, and the 
Lipton Inn adjoining the market. Thomas J. Lipton, 
Inc., world-famous tea and food concern, is the proprietor 
of the new exhibit and dining facility in Freedomland’s 
Little Old New York area. 

The market is authentic 19th Century general store re- 
storation, with everything from penny candy and buggy 
whips to the pickle barrel and coffee grinder always found 
in these wonderful establishments during the post-Civil 
War era. 

The Inn will serve such appetizing Lipton products as 
refreshing iced and hot tea. 
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MAIDEN VOYAGE 


M/S CAP COLORADO 


M/S CAP COLORADO arrived in New York June 
13th on her maiden voyage from South America. The vessel 
departed Hamburg, Germany for the East Coast of South 
America in April. She loaded at Argentine, Uruguayan 
and Brazilian ports for the North American service of 
Columbus Line. 

A modified engine aft design in this vessel is a result of 
much study to develop a suitable vessei for this trade. Four 
cargo hatches are located forward and one cargo hatch is 
located aft of the midship house. This arrangement, of 
course, makes greater use of the parallel midbody of the ship, 
which lends itself to easier and better stowage of cargo. 

The vessel has a combination of cargo booms and cargo 
cranes for working general cargo. Heavy lifts can also be 
handled at two hatches by either a 20 ton or 50 ton heavy 
lift boom, 

Mac Gregor single pull steel cargo hatch covers are used 
at all hatches for a fast, efficient, economical opening and 
closing of cargo hatches. 

Reefer spaces amounting to 53,000 cubic feet are available 
to the shipper. Included in the reefer installation is the 
Minikay System. This, of course, insures proper care of the 
reefer insulation of this ship, making it a more reliable 
vessel for the carirage of frozen and chilled cargoes. 
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The Board of Directors of 
C. H. Dexter & Sons, Inc., has 
elected Fay H. Osborne, as 
Senior Vice President, accord- 
ing to a recent announcement 
by David L. Coffin, President. 
Mr. Osborne has been Vice 
President and Technical Direc- 
tor of the Co. since 1935. 
Another personnel change at 
the Windsor Locks, Connecti- 
. cut, manufacturer of specialty 
papers wd webs is that of Dr. George D. Knight who is 
Acting Technical Director, Dr. Knight joined C. H. Dexter 
& Sons in 1948 and was named Mill Manager two years 
later. In 1958 Dr. Knight became Vice President and Plant 
Manager, a position he continues to hold. 


BRAZIL... 


The Brazilian Coffee Institute’s U. S, representative, 
J. R. S. Hafers, declared here today that Brazil is not 
planning to destroy green coffee of exportable quality as 
part of its program to eliminate its “expurgation” stocks. 

“If there is any burning, as has been recently stated in 
certain items in the press, it will be of culled materials such 
as twigs, leaves and other foreign matter. or of low-grade 
stocks that are totally unfit for consumption and would 
never be acceptable for human use,” he stated. 

"A considerable quantity of ‘expurgation’ coffee has al- 
ways been used,” he added, “to produce such by-products 
as oils, cattle feed and fertilizer and expansion of this 
activity is expected.” 


According to the most recent India Economic Newsletter 
published by the Information Service of India, it is reported 
that pepper exports were up in 1960. The Newsletter re- 
ports that the quantity of black pepper exported from India 
increased sharply from approximately 15,214 long tons in 
1959 to approximately 18,396 long tons in 1960, with the 
U.S.A. the major customer, accounting for approximately 
7,103 long tons in 1960 as compared to approximately 5,102 
in 1959. Russia was the next important buyer, her share 
being approximately 3,407 tons against approximately 3,046 
tons in the preceding year. 

The total value of black pepper exported in 1960 was ap- 
proximately $21 million as compared with approximately 
$9 million in the preceding year. 


Togo is looking 

The first year of independence for Africa's smallest 
country, Togo, has brought it face to face with a large 
problem—a coffee surplus. 

Togo’s coffee production, which averaged 3,360 metric 
tons for the years 1951-55, will probably be close to 9,000 
this year. Its former principal customer, France, is com- 
mitted to purchase only 6,000 tons; Togo hopes to sell 
about 2,000 to the United States. 
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What’s A Horse Got To Do With Iced Tea? 


There are still a number of restaurateurs who are con- 
vinced that they can make customer satisfying Iced Tea 
using only 1 ounce of Tea per gallon!! 

This, of course, immediately brings to mind the story of 
the horse and wagon peddlar, who, at the end of a day's 
run would feed his horse a pail of oats, He then got 
thinking how easy it would be to substitute sawdust for 
some of the oats. Yup—eventually it was practically ALL 
sawdust and no oats—and before long—no horse! 

Now the same applies to Iced Tea. Iced Tea must be 
stronger than Hot Tea because melting ice dilutes it. Also, 
cold tends to cut down all flavors. For Hot Tea the 
nationwide standard is 200 servings per pound of tea. With 
only 1 ounce per gallon, iced tea would be 320 servings 
per pound. This can produce only weak, tasteless Iced 
Tea. It takes 2 ounces of Tea (or equivalent instant tea) 
per gallon to build Iced Tea sales—because only the 2- 
ounce Formula—160 servings per pound—produces full 
flavor Iced Tea. 

But don’t take our word for it—PROVE IT TO YOUR- 
SELF! Take a cup of Hot Tea—pour it over ice in a glass. 
Add another half cup of water—now try drinking it as Iced 
Tea. Ridiculous isn't it? It’s so easy to be misled, but 
DON'T LET THE COLOR FOOL YOU—Iced Tea made 
with 1 ounce Tea may LOOK the same as 2 ounce Iced 
Tea but it certainly doesn't TASTE the same! No horse 
involved in this one—but YOUR ICED TEA SALES are 
sure to DIE!! 


The 2 ounce Iced Tea formula isn’t a quantity that was 


arrived at by chance. At a result of extensive field testing 
it was established that it takes 2 ounces of Tea per gallon 
to make the kind of Iced Tea that will keep your Iced 
Tea sales ALIVE and your customers happy!! 

On such a high profit low ingredient cost beverage— 
it really doesn’t make much sense to assume the role of 
the wagon peddlar by using only 1 ounce of Tea per gallon 
—and chance having your ICED TEA sales DIE!! 

Free PREPARATION and PROMOTION aids are avail- 
able from your Tea salesman or the Tea Council, 16 East 
56th Street, New York 22, N. Y. 

The formula for making Iced Tea your most profitable 
beverage is a simple one: 

Prepare Iced Tea properly 

Promote Iced Tea daily 
Profit the year ’round 

Remember—you can turn your TEABAGS into MONEY- 

BAGS with the new easy 1-2-3 method. 


Tea For Astronauts 


The copy read: “The refreshment chosen for astronauts— 
Tea—news stories covering the first U. S. Space man and 
the six other astronauts described them as “‘super-normal, 
relaxed, mature, stable and dedicated.”’ 

“It is significant that the first after-flight meal given the 
space-conquering hero included tea. 

“Because of its natural and real refreshment, tea is chosen 
by the most active people for the active demands of modern 
living.” 
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Report to Board 
(Continued from page 13) 





what was most important, I was impressed with the fact 
that all of these nations look to the United States for 
leadership. 

I feel that my visit to Latin America was most useful. It 
is part of our duty as the most important and influential cof- 
fee group in the world to know more intimately, the prob- 
lems and plans of the Latin American countries so that we 
may protect our own best interests and those of our country 
and also bring to their attention our problems. By creating 
a recognition of our problems, our plans and our philosophy, 
we improve our ability to lead. When this Association 
speaks, its opinions are respected in the producing nations. 
This has been affirmed and reaffirmed to me more than once. 

These trips have been made to improve and renew our 
relations with the coffee growing officials and civilians in 
the coffee trade and to become increasingly conversant with 
conditions as they exist today. One thing I must emphasize. 
All the nations visited expect to see President Kennedy's “Al- 
liance for Progress” made a living effective instrument. This 
means that directly or indirectly coffee will be affected. 


Diamond Merchants 
(Continued from page 15) 





“We work very closely with our retailers in the pro- 
motion of Red Diamond products,” declared Donovan. 
We share the cost of all advertising with the retailer, and 
then give him five cents a pound off on a count-and-recount 
basis.” 

“Although our instant tea has been selling better than 
instant coffee—almost double, in fact—we are now enter- 
ing into a new tea promotion campaign. In this promotion 
we will again share the advertising costs with the retailer.” 

Even though Red Diamond has comfortably led the field 
in Alabama sales for a number of years, the company is not 
resting on its laurels. 

“Competition is tough,” declared Donovan. 

This big, bluff company president knuckled his fist 
on the desk and said, “We cannot afford to slack off for 
a single moment; we must be continually on the alert for 
more effective selling methods.” 

“There is a slogan that goes like this: What Alabama 
makes, makes Alabama.” He glanced up at the big Red 
Diamond sign and, with a sincere ring in his voice, added, 

“And I believe in it!” 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 
ABBREVIATIONS FOR LINES 


Ahi Trans Car—Ahimann Trans Caribbean Line 


Alcoa—Alcoa Steamship Co. 
Af-Pac—African Pacific Line 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Afr—Belgien African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Die—Black Diamond Steamship Co. 
Bl-Star—Black Star Line Ltd. 
Brodin—Brodin Line 

Carib—Caribbean Central American Line 
Col—Columbus Line 
Coldemar—Coldemar Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks’ Cunard Service 
Daido—Daido Line 

Delta—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellermen & Bucknell $.S. Co. 
Farrell—Farrell Lines 

Grace—Grace Line 
Granco—Grancolombieana (New York), Inc. 


Gulf—Gulf & South American Steamship Co., Inc. 


GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd. 


Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—/ndependence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lioyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 
PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 
R Neth—Roya!l Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Stock—Stockard Shipping Co. 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashite Line 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 
Ml—Montreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


Ports and dates are subject to change, should exigencies require. Moreover, lines may schedule sailings not shown in this schedule. 
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THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 


0 RR ee NE EL FE TI a AT EE EN, 
COFFEE & TEA INDUSTRIES and The Flavor Field 











BRAZIL 


Angra dos Reis 


6/22 Del Rio—Deita 
6/24 Nordanger—Wes-Lar 
7/12 Brimanger—Wes-LaLr 
7/20 Del Mundo—Deita 
7/27 Del Sol—Deita 

8/2 Siranger—We;-Lar 


Paranagua 


6/10 Fortuna—Norton 
6/10 Todos os Santos—Lioyd 
6/11 Lia—Brodin 

6/12 Del Mar—Deita 
6/17 Domingos—Lioyd 
6/17 Nordanger—Wes-Lar 
6/19 Del Rio—Delita 
6/25 Canada—Lloyd 
6/26 Del Norte—Deita 
6/27 Sagoland—Brodin 
6/27 Nicaragua—Lioyd 
7/3 Brimanger—Wes-Lar 
7/7 Guatemala—Lioyd 
7/10 Del Sud—Delta 
7/10 Honduras—tLioyd 
7/17 Venezuela—Llioyd 
7/17 Del Mundo—Delita 
7/24 Siranger—Wes-Lar 
7/24 Del Sol—Delta 
7/25 Cabo Sao Roque—Lioyd 
7/27 Cabo Orange—Lioyd 
7/31 Del Mar—Deita 


LATIN AMERICA 





NO7/4 Ho7/11 

LA7/20 SF7/23 Po7/29 Se7/31 Va8/2 
LAS/9 SF8/12 Po8/18 Se8/20 Va8/22 
NO8/7 Ho8/11 

NO8/8 Ho8/12 

LA8&/30 SF9/1 Po9/7 Se9/9 Va9/11 


NY6/29 Bo7/1 Pa7/5 Ba7/6 Nf7/7 
N06/29 Ho7/4 

Bo6/29 NY7/1 Pa7/5 Bo7/7 MI7/11 
N06/28 Ho7/4 

NY7/9 

LA7/20 SF7/23 Po7/29 Se7/31 Va8/2 
NO7/4 Ho7/11 

NO7/14 Ho7/20 

NO7/12 Ho7/19 

Ba7/15 NY7/17 Pa7/19 Bo7/21 MI7/25 
NY7/19 

LA8/9 SF8/12 Po8/18 Se8/20 Va8/22 
NY7/28 

NO7/26 Ho8/2 

NO7/29 Ho8/4 

NY8/7 

NO8/7 Ho8/11 

LA8&/30 SF9/1 Po9/7 Se9/9 Va9/11 
NO8/8 Ho8/12 

NO8/13 Ho8/18 

NY8/18 

N08/16 Ho8/22 


Rio 
6/12 
6/14 
6/14 
6/22 
6/23 
6/25 
6/29 
6/29 
7/1 

7/2 

7/11 
7/13 
7/14 
7/15 
7/21 
7/22 
7/28 
7/29 
8/1 

8/3 

8/4 


de Janeiro 


Paraguai—Lloayd 
Todos os Santos—Lioyd 
Lia—Brodin 
Domingos—Lioyd 
Del Rio—Delta 
Nordanger—Wes - Lar 
Del Norte—Deita 
Canada—Lloyd 
Sagoland—Brodin 
Nicaragua—Lloyd 
Guatemala—Lloyd 
Del Sud—Deita 
Honduras—Lloyd 
Brimanger—Wes - Lar 
Del Mundo—Deita 
Venezuela—Lioyd 
Del Soi—Deita 
Cabo Sao Roque—Lloyd 
Cabo Orange—Lioyd 
Del Mar—Delta 
Siranger—Wes - Lar 


Santos 


6/12 
6/12 
6/13 
6/14 
6/19 
6/21 
6/23 
6/27 
6/28 


Todos os Santos—Llioyd 
Fortuna—Norton 
Lia—Brodin 

De! Mar—Deita 
Domingos—Lioyd 

Del Rio—Deita 
Nordanger—Wes - Lar 
Canada—Lloyd 

Del Norte—Delta 


ship sailings 


NY6/29 

N06/29 Ho7/4 

Ba6/29 NY7/1 Pa7/5 Bo7/7 MI7/11 
NY7/9 

NO7/4 Ho7/11 

LA7/20 SF7/23 Po7/29 Se7/31 Va8/2 
NO7/12H07/19 

NO7/14 Ho7/20 

8a7/15 NY7/17 Pa7/19 Bo7/21 MI7/25 
NY7/19 

NY7/28 

NO7/26 Ho8/2 

NO7/29 Ho8/4 

LAS/9 SF8/12 Po8/18 Se8/20 Va8/22 
NO8/7 Ho8/11 

NY8/7 

N08/8 Ho8/12 

NO8/13 Ho8/18 

NY8/18 

N08/16 Ho8/22 

LAS/30 SF9/1 Po9/7 Se9/9 Va9/11 


NO7/29 Ho7/4 

NY6/29 Bo7/1 Pa7/5 Ba7/6 Nf7/7 
Ba6/29 NY7/1 Pa7/5 Bo7/7 MI7/11 
N06/28 Ho7/4 

NY7/9 

NO7/4 Ho7/11 

LA7/20 SF7/23 Po7/29 Se7/31 Va8/2 
NO7/14 Ho7/20 

NO7/12 Ho7/19 








NEDLLOYD LINE 





AFRICA SERVICE 
Fast Monthly Sailings 


FROM: 
East Africa, Djihouti and Assab 
VIA: Mediterranean 
TO: Atlantic Coast Ports, New 
Orleans* and Pacific Coast Ports 


Optional Bills of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 
New Orleans 
Strachan Ship ss | Co. 
1607 American Bank Bidg. 
San Francisco 
Transpacific Transportation Co. 
351 California Street 
Vancourer 


Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


* Direct or with transhipment 











"You could make it faster by Nedlloyd.” 
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Maersk Line Provides the only Service from 


West Africa to both U. S. Atlantic and Pacific Ports 
Niny. k 


Monthly 

sailings from 
MATADI 
DOUALA 
ABIDJAN 
MONROVIA 
FREETOWN 

via modern cargo liners 
Ship your cargo via 


MOLLER STEAMSHIP COMPANY, INC. 
General Agents 


30 Broad Street, New York 4, N.Y.* HAnover 2-1500 
West African Agents 


MATADI: Agetraf, S. C. A. R. L., 3 rue de Vivi, P.O. Box 36, Matadi, 
Beigian Congo. 

DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 
Cameroons. 

ABIDJAN: Societe Novaie Delmas Vieljeux, 17, Avenue Louis Barthe, 
P.O. Box 1281, Abidjan, Ivory Coast. 

MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberic. 

FREETOWN: Scandinavian Shipping Ag Limited, 9 Gloucester St., 

P.O. Box 130, Freetown, Sierra Leone. 





Santos (Continued) 


Nicaragua—Lloyd 
Sagoland—Brodin 
Guatemala—Llioyd 
Brimanger—Wes - Lar 
Honduras—tLloyd 

Del Sud—Deita 

Del Mundc—Delta 
Venezuela—Lioyd 
Dei Sol—Deita 
Cabo soa Roque—Lioyd 
Cabo Orange—Lioyd 
Siranger—Wes - Lar 
Del Mar—Deita 


ON N 
oo 


So 
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Victoria 


Del Sol—Deita 

Todos os Santos—Lioyd 
De! Rio—Deita 
Canada—Lloyd 
Trader—Nopal 
Progress—Nopal 
Honduras—Lloyd 

De! Mundo—Delta 

Del Sol—De'ta 

Cabo soa Roque—Lioyd 
Del Mar—Deita 


COLOMBIA 
Barranquilla 


6/11 Cd de Santa Marta—Granco 
6/11 Arctic Guil—Granco 

6/17 Cd de Cuenca—Granco 
6/18 Cd de Neiva—Grance 

6/24 Werner Vinnen—Granco 
7/19 Marion—Lykes 


Buenaventura 


ll Cd de Manizales—Granco 
12 Trader—Gulf 
14 Strom Gunhiid—Granco 
16 Cd de Barranquilla—Granco 
16 Santa Adela—Grace 
16 John Schroeder—Coldemar 
19 Cd de Cali—Granco 
23 Shipper—Guilf 
23 «Eliz Schulte—Coldemar 
23 Cd de Tunja—Granco 
Siredal—Granco 
Cd de Ibague—Granco 
Flavia—Grace 
Manuel! Mejiz—Granco 
Sarta Maita—Grace 


SMH AAAARARAAHRAAAAGH 


Ww 


THE BLUE LINERS— 
MAERSK LINERS® 


NY7/19 


Ba7/15 NY7/17 Pa7/19 Bo7/21 MI7/25 


NY7/28 


LA8/9 SF8/12 PoB/18 Se8/20 Va8/22 


NO7/29 Ho8/4 
NO7/26 Ho8/2 
NO8/7 Ho8/11 
NY8/7 

N08/8 Ho8/12 
N08/13 Ho8/18 
NY8/18 


LA8/30 SF9/1 Po9/7 Se9/9 Va9/11 


N08/16 Ho8/22 


N06/20 H06/27 
N06/29 Ho7/4 
NO7/4 Ho7/11 
NO7/14 Ho7/20 
N0O7/16 Ho7/19 
NO7/27 Ho7/30 
NO7/29 Ho8/4 
NO8/7 Ho8/11 
NO8/8 Ho8/12 
NO8/13 Ho8/18 
NO8/16 Ho8/22 


NY6/20 

H06/24 N06/28 
NY6/27 

Ho7/3 NO7/7 
NY7/4 

Ho7/25 


LA6/21 SF6/25 Va7/8 
06/20 N06/25 

B06/24 M71/2 

Ba6/22 Pa6/23 NY6/25 
A6/28 SF6/30 Po7/6 Se7/9 
Jx6/23 NY6/27 

H06/27 N06/30 

Ho7/1 NO7/6 

4x6/30 NY7/3 

Ba6/29 Pa6/30 NY7/2 

A7/10 SF7/14 Va7/28 

Ho7/9 NO7/14 

LA7/11 SF7/14 Se7/20 Po7/28 
Ba7/13 Pa7/14 NY7/16 
LA7/24 SF7/28 Po7/31 Se8/5 


COFFEE & TEA 








Callao 


6/11 Cd de Tunja—Granco 
6/16 Siredai—Granco 

6/18 Shipper—Gulf 

6/18 Cd de thague—Granco 
6/18 Cd de Pereira—Granco 
6/25 Manuel Mejia—Granco 
6/28 Santa Flavia-—Grace 
7/8 Santa Maita—Grace 


Cartagena 


6/15 Cd de Cuenca—Granco 
6/16 Cd de Neiva—Granco 
6/21 Marion—Lykes 
6/2 Werner Vinnen—Granco 
7/19 Marion—Lykes 


ECUADOR 
Guayaquil 


6/10 Strom Gunhill—Granco 
6/12 Cd de Barranquilla—Grance 
6/12 Cd de Cali—Granco 
Cd de Tunja—Granco 
Siredal—Granco 
Cd de tbague—Granco 
Cd de Pereira—Granco 
Manuel Mejia—Granco 


GUATEMALA 
Pt. Barrios 


6/11 Nobistor—Granco 

6/13 Werner—Vinnen—Granco 
6/15 Alcyon—UFruit 

6/18 Leith Hillk—UFruit 
6/19 Arctic Gull—Granco 
6/24 Box Hil—UFruit 

6/25 Cd de Neiva—Granco 
7/2 ~~ Christiane—U Fruit 


HONDURAS 
Pt. Cortes 


6/13 Nobistor—Granco 
6/15 Werner Vinnen—Granco 
6/17 Johan—UF ruit 

6/22 Box Hillk—UFruit 
6/27 Cd de Neiva—Granco 
6/29 Christiane—U Fruit 


INDUSTRIES and The 


Ba6/29 Pa6/30 NY7/2 

LA7/10 SF7/14 Va7/28 

Ho7/1 NO7/6 

Ho7/9 NO7/14 

Ba7/6 Pa7/7 NY7/9 

Ba7/13 Pa7/14 NY7/16 
LA7/11 SF7/14 Se7/20 Po7/28 
LA7/24 SF7/26 Po7/31 Se7/23 


NY6/27 
Ho7/3 NO7/7 
H06/27 
NY7/4 
Ho7/25 


Bo6/24 MI7/2 

Ba6/22 Pa6/23 NY6/25 
Ho6/27 N06/30 
Ba6/29 Pa6/30 NY7/2 
NY7/4 

He7/9 NO7/14 

Ba7/6 Pa7/7 NY7/16 
Ba7/13 Pa7/14 NY7/16 


06/17 N06/21 
NY7/4 

NY6/23 
Ho06/23 NO6/25 
06/24 N06/28 
Ho6/30 NO7/2 
Ho7/3 NO7/7 
Ho7/7 N07/9 


Ho6/17 NO6/21 
NY7/4 

NY6/30 
06/30 NO7/2 
Ho7/3 NO7/7 
Ho7/7 07/9 


Flavor 


Field 








TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 


SOUTH AMERICA 
PARANAGUA, SANTOS, RIO DE JANEIRO 
VICTORIA Regular Weekly Sailings 


~" — 
NEW YORK @ CHICAGO 
MISSISSIPPL SMPPING CO, Inc, MEW OMEANS «= ST. LOUIS © HOUSTON 
AGENTS: 
ue maa DELTA ABIDJAN & DOUALA 


> 4 Union Maritime at Comerciale 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Praco do Republica 87 


LOBITO & MATADI 
Agence Maritime Internationale S.A. 








WEST AFRICA 


ANGOLA, CAMEROONS, IVORY COAST 
LIBERIA and REPUBLIC of CONGO 


LUANDA Direct Regular Service 


Hull, Blyth (Angola), Ltd. 








FRENCH SOMALILAND 
Djibouti 


6/21 
6/22 


AFRICA 


ANGOLA 
Ambriz 


NO7/17 


Steel Age—Isthmian 
Bo7/11 NY7/12 


Steel Designer—Iisthmian 


7/4 
7/16 


Del Santos—Deita 
Del Valle—Deita 


Lobito 


6/11 
6/15 
6/29 
7/8 

7/13 
7/27 
8/11 


Del Aires—Deita 
Lulua—B - Afr 
Vinkt—B - Afr 

De! Santos—Delta 
Burckel—B - Afr 
Del Valle—Delta 
Del Alba—Deita 


Luanda 


6/17 
6/22 
7/1 
7/6 
7/6 
7/16 
7/16 
7/20 
7/25 
8/9 


BELGIAN CONGO 


Afr Grove—Farrell 
Lulua—B - Afr 

Afr Glen—Farrel! 
Vinkt—B - Afr 

Del Santos—Delta 
Afr Pilot—Farrell 
Vibeke Gulwa—Gulf 
Burckel—B - Afr 
Del Valle—Deita 
Del Alba—Delta 


Matadi 


6/12 
6/22 
6/24 
6/24 
7/2 
7/7 
7/8 
7/9 
7/20 
8/5 


FRENCH CAMEROUNS 


Afr Grove—Farrell 
Hartvig—Maersk 
Vinkt—B - Afr 

Afr Glen—Farrell 
Dei Santos—Delta 
Burckel—B - Afr 
Vibeke Guiwa—Gulf 
Afr Pilot—Farrell 
De! Valle—Deita 
Dei Alba—Delta 


Douala 


6/14 
6/16 
6/28 
7/3 
7/7 
7/9 
7/15 
7/21 
8/5 


JUNE, 


Fernriver—Am -WAfr 
Vigrid—BI-Star 
Tabor—Am-WAfr 
Afr Pilot—Farrell 
Hartvig—Maersk 
Crestville—Am-WAfr 
Clio—B!-Star 
Vibeke Guiwa—Gulf 
Tano River—Bi-Star 


i%o 


N07/30 
N08/11 


NO07/2 
NY7/7 
NY7/21 
N07/29 
NY8/4 
N08/17 
NO9/1 


NY7/18 

NY7/7 

NY8/1 

NY7/21 
N07/29 
NY8/15 
NO8/15 Ho8/22 
NY8/4 

N08/17 

N09/1 


NY7/18 

NY8/3 LA8/28 SF8/30 
NY7/21 

NY8/1 

N07/29 

NY8/4 

NO8/15 Ho8/22 
NY8/15 

N08/17 

NO9/1 


USA7/15 

NY7/11 Pa7/14 Ba7/1 Nf7/18 
USA7/31 

NY8/15 

NY8/3 LA8/28 SF8/30 
USA8/15 

NY8/8 Pa8/11l Ba8/14 Nf8/15 
NO8/15 Ho8/22 

NY8/30 Pa 9/5 Ba9/7 Nf9/8 


7/3 
7/7 


7/7 


Badger State—Isthmian 
Exchequer—Am- Exp 


Lawak—JavPac 


Magnolia State—Isthmian 


Explorer—Am-Exp 


Steel Advocate—Isthmian 


Raki—JavPac 


Steel King—Isthmian 


GHANA 
Takoradi 


6/10 
6/16 
6/23 
6/23 
6/25 
7/2 

7/7 

7/13 
7/18 
7/20 
7/24 
8/1 

8/10 


Fernwave—Am -WAfr 
Romo—Maersk 
Fernriver—Am-WAfr 
Vigrid—BI - Star 
Oti—Eld-Dem 
Fernbank—Eld-Dem 
Tabor—Am -WAfr 
Hartvig—Maersk 
Crestville—Am-WAfr 
Clio—BI - Star 
Vibeke Gulwa—Gulf 
Corneville—Am-WAfr 
Tano River—B!-Star 


IVORY COAST 
Abidjan 


6/10 
6/16 
6/19 
6/24 
6/27 
6/28 
7/4 

7/12 
7/13 
7/18 
7/23 
7/25 
7/28 
8/1 

8/1 

8/6 

8/15 
8/16 


Fernwave—Am -WAfr 
Del Aires—Delta 
Romo—Maersk 

Afr Sun—Farrell 
Fernriver—Am -WAfr 
Vigrid—B! - Star 

Afr Grove—Farrell 
Tabor—Am-WAfr 
Del Santos—Deita 
Afr Glen—Farrell 
Crestville—Am-WAfr 
Clio—BI-Star 
Vibeke Gulwa—Gulf 
Del Valle—Delta 
Afr Pilot—Farrell 
Corneville—Am-WAfr 
Tano River—B!-Star 
Del Alba—Deita 


Bo7/22 NY7/24 
Bo7/31 NY8/2 $a8/10 
Chsn8/11 
Po8/21 $e8/25 


Va8/28 


Pa8/5  HR8/7 


NY7/27 LA8/13 SF8/16 
NY7/28 NO8/5 
Bo8/13_  NY8/15 HR8/20 $a8/23 


Chsn8/24 


Pa8/18 


Bo8/12 NY8/13 
NY8/27_ LA9/13 Po9/21 Se9/24 


Va9/30 


SF9/17 


Bo9/8 NY9/10 


USA6/30 

NY7/6 LA7/31 SF8/2 
USA7/15 

NY7/11 Pa7/14 Ba7/17 Nf7/18 
NY7/21 

Pa7/14 NY7/21 

USA7/31 

NY8/3 LA8/28 SF8/30 
USA8/15 

NY8/8 Pa8/11 Ba8/14 Nf8/15 
N08/15 Ho8/22 

USA8/31 

NY8/30 Pa9/5 Ba9/7 Nf9/8 


USA6/30 

NO7/2 

NY7/6 A7/31 SF8/2 

NY7/8 

USA7/15 

NY7/11 Pa7/14 Ba7/17 Nf7/18 
NY7/18 

USA7/31 

N07/29 

NY8/1 

USA8/15 

NY8/8 Pa8/11 Ba8/14 Nf8/15 
N08/15 Ho8/22 

N08/17 

NY8/15 

USA8/31 

NY8/30 Pa9/5 Ba9/7 NI9/8 
NO09/1 











TORM 
LINES 


SUPERIOR SERVICE FROM BRAZIL TO 


U. S. NORTH AND SOUTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 


GENERAL AGENTS 


24 STATE STREET 


NEW YORK 4, NEW YORK 


CABLE: TORMLINE 








KENYA 


Mombasa 


Sherwood—Robin 

Afr Rainbow—F arrell 
Aimee—Lykes 

Afr Patriot—Farrel! 
Locksiey-—Robin 
Awoshima Maru—Baron 
Gray—Robin 
Mormacwind—Robin 


MALAGASY 
Tamatave 


5/23. Mormacyork—Robin 
8/3 Goodfeliow—Robin 
9/14 Sherwood—Robin 


NIGERIA 
Lagos 


Fernriver—Am-WA‘r 
6/13 Vigrid—Bi-Star 
6/19 Oti-—Eld-Dem 

24 Tabor—Am-WAfr 

27 ~=Fernbank—~Eid-Dem 
Hartvig——Maersk 
Crestville—Am -WAir 
Clio—BI - Star 
Cornevilie—Am-WAfr 
Tano River—Bi - Star 


6/10 


TANGANYIKA 
Dar es Salaam 


12 Stella—tykes 

16 Sherwood—Robin 

18 Afr Rainbow—Farrel! 

26 Aimee—Lykes 
Afr Patriot—Farrell 
Awoshima—Baron 
Locksley—Robin 
Sylvia—Lykes 
Gray—Robin 
Mormacwind—Rabin 


ONIN N AAA DH 


INDIA 
Calcutta 


6/10 
6/20 
6/21 


Stee! Ape—Isthmian 
Magnolia State—Isthmian 
Exchequer—Am - Exp 


9 City of Guilford—Ell - Buck 
9 Explorer—Am-.Exp 


Jalagopal—Scindia 


7/10 Steel Architect—Isthmian 


32 





Bo7/13 NY7/15 
Bo7/21 NY7/23 
NO7/28 Ho8/2 
Bo8/4 NY8/6 
Bo8/9 NY8/11 
wY8/15 
Bo8/20 NY8/22 
Bo9/20 NY9/22 


Bo7/20 NY7/22 
Bo9/2 NY9/4 
Bol0/14 NY10/16 


USA6/30 

N7/11 Pa7/14 Ba7/17 Nf7/18 
NY7/21 

USA7/31 

NY7/21 Pa7/14 

NY8/3 LA8/28 SF8/30 
USA8/15 

NY8/8 Pa8/1l Ba8/14 Nf8/15 
USA8/31 

N8/30 Pa9/5 Ba9/7 Nf9/8 


NO7/19 Ho7/24 
Bo7/13 NY7/15 
Bo7/21 NY7/23 
NO7/28 Ho8/2 
Bo8/4 NY8/6 
NY8/15 

Bo8/9 NY8/11 
NO8/27 Ho9/1 
Bo8/20 NY8/22 
Bo9/20 NY9/22 


ASIA 


NO7/17 
NY7/28 NOB/5 
Bo7/31 NY8/2 


Pa8/S HRB/7 


$a8/10 


Chesn8/11 Ba8/15 


BoS/13 NY8/15 Pa8/18 Nf8/21 BaB/24 
Bo8/13 NY8/15 


Pa8/18 HRE/20 SaB/23 


Chsn8/24 Ba8/28 


Bo8/9 NY8/10 NO8/22 
N08 /16 
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Cochin 


6/11 
6/17 
6/20 
6/27 
6/28 
7/2 


dalakirti—Scindia 

Stee! Designer—Isthmian 
City of Brooklyn—Ell- Buck 
Badger State—Isthmian 
Hulda——Maersk 
Exchequer—Am - Exp 


Magnolia State—Isthmian 
Luna—Maersk 
Explorer—Am - Exp 


Jalagopal—Scindia 

Stee! Advocate—Isthmian 
Steel Executive—Isthmian 
Steel King—Isthmian 


Saigon 


6/11 
6/20 
6/25 
7/10 
7/12 
7/31 


Johannes—Maersk 
Olga— Maersk 
Marit—Maersk 
Jeppsen—Maersk 
Peter—Maersk 
Sally—Maersk 


INDONESIA 
Djakarta 


6/12 
1 


2 
/ll 

12 
/25 
/2 


Luna—Maersk 

Stee! Advocate—Istihmian 
Olga—Maersk 

Steel Advocate—Isthmian 
Leda—Maersk 

Steel King—Isthmian 
Peter—Maersk 


JAPAN 
Kobe 


Canannwsss 
KF Nr NNN eR 


Rita—Maersk 
Mist—Pioneer 

Yamawaka Maru—Yamashita 
Myth—Pioneer 
Effie—Maersk 

Nevada Maru—K Line 
Taiyu Maru—K Line 
Chastine—Maersk 

Yamakimi Maru—Yamashita 
Johannes— Maersk 

Colorado Maru—K Line 
Marit—Maersk 
Jeppesen—Maersk 
Sally—Maersk 


Nagoya 


6/12 
6/13 
6/23 
6/26 
6/27 
6/28 
7/5 

7/12 
7/23 
7/27 
7/29 


Rita—Maersk 
Mist—Pioneer 
Y ka Maru—Y 





Myth—Pioneer 
Effie—Maersk 

Nevada Maru—K Line 
Taiyu Maru—K Line 
Chastine—Maersk 
Yamakimi Maru—Yamashita 
Johanne: —Maersk 

Coloradsc Maru—K Line 


INDUSTRIES 





Bo7/2 NY7/3 NO7/15 
Bo7/11 NY7/12 
MI7/16 

Bo7/22 NY7/24 
NY7/24 
Bo7/31 HR8/7 = Sa8/10 
Chsn8/11 Ba8/15 


NY8/2 Pa8/5 

NY7/28 NO8/5 

NY8/4 

Bo8/13_ NY8/15 Pa8/10 HR8/20 Sa8/23 
Chns8/24 Ba8/28 

B08/9 NY8/10 N08/22 

Bo8/12 NY8/13 

Bo8/21 NY8/23 

Bo9/8 NY9/10 


LA8/12 NY8/27 

Ha8/19 NY8/22 MI9/6 
SF8/25 NY9/11 

LA9/12 NY9/27 

Ha9/19 NY9/22 MI10/10 
SF9/25 NY10/12 


Ha8/1 NY8/4 MI9/19 
Bo8/12 NY8/13 

Ha8/19 NY8/22 MI9/6 
BoS/21 NY8/23 

Ha9/1 NY9/4 MI9/18 
Bo9/8 NY9/10 

Ha9/19 NY9/22 MI10/10 


SF6/25 NY7/13 

NY7/8 Ba7/12 Nf7/14 Pa7/16 Bo7/19 
NY7/18 Pa7/23 Ba7/24 Nf7/26 
NY7/19 Ba7/22 Nf7/24 Pa7/26 
A7/12 NY7/28 

SF7/12 NY7/25 

NO8/6 Ho8/S Mo8/19 Ga8/29 
SF7/25 NY8/1 

NY8/17 Nf8/21 Pa8/22 Ba8/23 
LA8/12 NY8/27 

SF8/12 NY8/25 

SF8/25 NY9/11 

LA9/12 NY9/27 

SF9/25 NY10/12 


SF6/25 NY7/13 

NY7/8 Ba7/12 Nf7/14 Pa7/16 Bo7/19 
NY7/18 Pa7/23 Ba7/24 Nf7/26 
NY7/19 Ba7/22 Nf7/24 Pa7/26 
LA7/12/NY7/28 

SF8/12 NY8/25 

NO8/6 Ho8/S Mo08/19 Ga8/29 
SF7/25 NY8/11 

NY8/17 Nf8/21 PaB/22 BaS/23 
LA8/12 NY8/27 

SF8/12 NY8/25 


and The Field 


Flavor 





ship sailings 





Shimizu 


6/13 
6/14 
6/24 
6/27 
6/28 
6/29 
7/6 

7/13 
7/24 
7/28 
7/30 
8/13 


Rita—Maersk 
Mist—Pioneer 
Yamawaka Maru—Yamashita 
Myth—Pioneer 
Effie—Maersk 

Nevada Maru——K Linc 
Taiyu Maru—K Line 
Chastine—Maersk 
Yamakimi Maru—K Line 
Johannes—Maersk 
Colorado Maru—K ine 
Marit—Maersk 


Yokohama 


6/15 
6/16 
6/26 
6/28 
6/30 
7/2 

7/7 

7/15 
7/26 
7/31 
8/2 


Rita—Maersk 
Mist—Pioneer 
Yamawaka Maru—K Line 
Myth—Pioneer 
Effie—Maersk 

Nevada Maru——K Line 
Taiyu Maru—X Line 
Chastine—Maersk 
Yamakimi Maru—K Line 
Johannes—Maersk 
Colorado Maru—K Line 


CEYLON 
Colombo 


6/14 


JUNE, 


Steel Age—Isthmian 


$F6/25 NY7/13 

NY7/8 Ba7/12 Nf7/14 Pa7/16 Bo7/19 
Pa7/23 Ba7/24 Nf7/26 
NY7/19 Ba7/22 Nf7/24 Pa7/26 
LA7/12 NY7/28 

S$F7/12 NY7/25 

NO8/6 Ho8/8 Mo8/19 Ga8/29 
SF7/25 NY8/11 

NY8/17 Nf8/21 Pa8/22 Ba8/23 
LA8/12 NY8/27 

SF8/12 NY8/25 

SF8/25 NY9/11 


SF6/25 NY7/13 

NY7/8 Ba7/12 Nf7/16 Bo7/19 
NY7/18 Pa7/23 Ba7/24 Nf7/26 
NY7/19 Ba7/22 Nf7/24 Pa7/26 
LA7/12 NY7/28 

SF7/12 NY7/25 

N08/6 Ho8/8 Mo8/19 Ga8/29 

SF7/25 NY8/11 

NY8/17 Nf8/21 Pa8/22 Ba8/23 
LA8/12 NY8/27 

SF8/12 NY8/25 


Bo7/11l NY7/12 

Bo7/14 NY7/16 Pa7/19 Nf7/22 Ba7/25 
Bo7/22 NY7/24 

Ha7/21 NY7/24 MI8/7 

N08/5 

Ha8/1 NY8/4 MI8/9 

N08/16 

Bo8/9 NY8/10 NO8/22 

Bo8/12 NY8/13 

Bo8/13 NY8/15 Pa8/18 Nf8/21 Ba8/24 
Ha8/19 NY8/22 MI9/6 

Bo8/21 NY8/23 

Ha9/1 NY9/4 MI9/18 

Bo9/8 NY9/10 


Steel Designer—Iisthmian 
City of Litchfield—El! - Buck 
Badger State—Isthmian 
Hulda—Maersk 

Magnolia State—Isthmian 
Luna—Maersk 

Steel Architect—Isthmian 
Jalagopal—Scindia 

Stee! Advocate—Isthmian 
City of Guilford—Ell- Buck 
Olga—Maersk 

Steel Executive—Isthmian 
Leda—Maersk 

Steel King—Isthmian 


Trincomalee 


7/14 


Jalagopal—Scindia Bo8/9 NY8/10 N08/22 


HONG KONG 


6/14 
6/18 
6/19 
6/26 
7/3 

7/14 
7/18 
7/19 
7/26 
8/3 


NY7/18 Pa7/23 Ba7/24 NY7/26 
LA7/12 NY7/28 
SF7/12 NY7/25 
SF7/14 LA7/16 NY7/30 MI8/9 
SF7/25 NY8/11 
NY8/17 Nf8/21 Pa8/22 Ba8/23 
LA8/12 NY8/27 
SF8/12 NY8/25 
SF8/16 LA8/18 NY9/3 MI9/12 
SF8/25 NY9/11 


Yamawaka Maru—Yamashita 
Effie—Maersk 

Nevada Maru—K Line 
Oregon Maru—K ine 
Chastine—Maersk 

Yamakimi Maru—Yamashita 
Johannes—Maersk 

Colorado Maru——K Line 
Kimikawa Maru—K Line 
Marit—Maersk 





1961 


*African coffee 


by the U. S. 


amounted to $120 million in 1959—~ 
as compared to only $9 million in 1948. Whitehall 4-7460 


More African coffee than ever is being imported by 

the U. S. And more of it, too, is being carried by Farreli 
Liners—pioneer in the development of American- 
African trade. The Farrell fleet, boasting 14 fast liners, 
is uniquely experienced to handle coffee cargo— 

from its special loading and stowing 

system, to scientific ventilation and control, 

to frequent at-sea inspection. In the increasing 
two-way American-African trade, 

cargo on the go goes Farrell—the 

only regularly-scheduled line 

linking America with all three 


African ocean coasts. weed 


INCORPORATED 


26 Beaver Street 
New York 4, N.Y. 





Kegional Sraile Votes 





New York News 


@ @ The Association and The Coffee 
Brewing Institute, Inc. co-sponsored a 
Coffee Hospitality Lounge last week at 
the annual convention ofthe General Fed- 
eration of Women's Clubs. Halfway 
through the 4-14-day meeting, which was 
held at the Fontainebleau Hotel at Miami 
Seach, N.C.A. and C.B.I. personnel had 
served more than 2,000 samples of “The 
Perfect Cup of Coffee” and, as this year’s 
innovation, glasses of “Viennese Velvet,” 
an iced coffee delicacy made with ice 
cream, The fatter proved enormously 
popular among the guests at the Lounge. 
Delegates to the convention, which regu- 
larly attracts more than 3,000 delegates 
representing 13,000,000 clubwomen, were 
given coffee literature and standard coffee 
measures and were entertained by continu- 
ous screenings of the C.B.1.’s new coffee 
films. This is the eighth consecutive year 
of the Association’s participation in this 
effective public relations activity 


8 @ For the first time America’s newest 
liners, the BRASIL and ARGENTINA, 
are headed for an exciting program of 
shert cruises, Moore-McCormack Lines 
announces. From New York and Port 
Everglades these new ships will embark 
on nine trips of six to seventeen days 
to the sunny caribbean islands of Marti- 
nique, Nassau Barbados, Bermuda, St 
Thomas (and more) plus mainland ports 
in Colombia 


@ 8 At the May meeting of the Board 
of Directors of the Green Coffee Associa- 
tion of N. Y., the resignations of Messrs 
John A. Sherman and Richard A. Suther- 
land were received and accepted with 
regret 

Acting under Article VI Section 7 of 
the By Laws, the Board, at the June 
meeting chose Messrs C. L. Van Elst and 
Leon Israel, Ir. to fill the vacancies until 
the annual meeting in September 

In a further move, the Board appoint- 
ed Mr. J. E. Burt to be chairman of the 
Traffic and Warehouse Committee suc- 
ceeding Mr. Sutherland 


®@ ®@ Members of the coffee trade are be- 
ing invited to participate im the Pan- 
American Coffee Bureau's “MUG- 
MATES” campaign aimed at the U. S 
youth market, which was launched earlier 
this year 

4 letter from Bureau Manager Charles 
G. Lindsay informs roasters that they will 
soon receive a sample pair of decorated 
coffee mugs, replicas of the MUG- 
MATES featured in its current advertis- 
ing program. He urges that they tie-in 
some phase of their own merchandising 
activities with this campaign, “which is 
meeting with such good response from 
young people.” 


® @ Two further awards have been won 
by the Juan Valdez television advertising 
campaign on behalf ef Coffee of Colom- 
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bia in the United States. 

The Hollywood Advertising Club has 
given it the 1960 International Broad- 
casting Award Certificate in the TV Open 
Class 22 Live Action, and the Art Direc- 
tors Club of New York has conferred a 
Certificate of Merit at its 40th Annual 
Exhibition 1961. 

Previous awards won by this campaign, 
sponsored by the National Federation of 
Coffee Growers of Colombia, include one 
from the Television Commercials Council. 
It has also received a citation from Editor 
and Publisher, oldest publishers’ and ad- 
vertisers’ newspaper in America, and it 
has been praised in Advertising Age as be- 
ing “strikingly original”, and in Art Di- 
rection as showing “skill and imagination.” 


® & In response to the offering on May 
31, 1961 of 14,233 bags of coffee contribu- 
ted by the Coffee Marketing Board of 
Uganda, fourteen bids were received in 
this office from five green coffee firms on 
June 6th. 

Of the total quantity offered, 1,233 bags 
were sold to Volkart Bros., Inc. 

Bids ranged from 15.00 cents to 18.00 
cents, ex-dock New York, New York. 


@ @ George A. Sasseen and States Ma- 
rine-Isthmian Agency, Inc. have applied 
for membership in the Green Coffee As- 
sociation. 


@ @ William Black, president of Chock 
Full O’Nuts Corp., will unveil its first 
highway restaurant June 14 at the junc- 
tion of Routes 1 and 9 in Woodridge, 
N.J. The second will open in July in 
Union, N.J.; the third in August in 
Camden. 


Philadelphia News 

@@A cruel rumor circulating in the 
Philadelphia area has it that blind per- 
sons can obtain a Seeing Eye dog by sav- 
ing teabag tags. 

Upon hearing of the rumor, John M. 
Anderson, executive director of the Tea 
Council, contacted the Better Business 
Bureau in Philadelphia in an effort to stop 
the hoax 

The Bureau has published a denial of 
the rumor warning that such hoaxes crop 
up at regular intervals. Anderson urges 
that any members of the tea trade receiv- 
ing inquiries regarding the rumor for- 
ward the correspondence to him. An- 
derson has been responding to all such 
letters with a categorical denial that the 
tea industry would sponsor such a pro- 
gram 

He points out that an answer from the 
council rather than a packer might elimi- 
nate the possibility of ill feelings against 
a particular brand 


COFFEE & TEA 
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Chicago Doings 

@ @ Supermarket merchandising of cof- 
fee continues to vary all over the promo- 
tional parking lot, but with less vigor and 
advertising space in newspapers that has 
been the case in previous months and 
weeks. 

Summer merchandising has moved into 
the fore among Chicago supermarkets, 
and outdoor living items like lawn furni- 
ture, bar-b-cue grills and large meat 
cuts for outdoor cooking has replaced 
coffee in the retail promotional spotlight. 

Jewel Tea Co., for instance, ran a full 
page, four color ad recently in one Chi- 
cago newspaper pushing eight heavy meat 
selections for outdoor cooking. The chain 
also offered its shoppers a free recipe 
booklet showing how to cook its Chef 
Cut meats. 
® @ A cross-section of supermarket cof- 
fee pricing shows that many stores have 
chosen to run a price line of $1.09 for the 
two pound sizes of national brands. 

The highest price is around $1.25 for a 
two pound size and the lowest shelf 
sticker was found on a traffic building 
promotional price deal—88 cents for a 
two pound can when the customer pur- 
chased $5 or more worth of groceries in 
the Pick-N-Save supermarkets. 

Supermarkets apparently are resigned to 

promoting two pound sizes. Earlier, they 
had tried to reverse their merchandising 
field after the price heyday of last fall 
when two pound sizes caused many stores 
to swing emphasis to one pound can in 
an effort to woo customers away from the 
two pound units. 
@ @ A&P used a promotion on its pri- 
vate label Eight O’Clock coffee as the 
lead-in to help promote a glass coffee 
maker. The company offered a 22 cent 
saving on the three pound bag of its 
bean coffee, which is custom ground in 
the store. The coffee was being sold for 
$1.49. 

The Cory percolator, billed by A&P as 
a $4.95 value, was being sold for $2.98. 
The coffee pot was an eight cup unit. The 
chain did not require that its customers 
make any other purchases in order to take 
advantage of the promotional deal. 

@ @ While coffee is less in the spotlight 
than it has been previously, spices have 
been picking up in promotional action. 

Many supermarkets here are tying-in 
spices with their outdoor cooking promo- 
tions. One independent supermarket used 
spices to top off its in-store display of 
barbecue cooking accessories. 

Most of the spice promotional efforts 
are being confined to in-store displays; 
little advertising is being put behind these 
commodities. 
® @ Robert K. Deutsch has joined the 
senior management staff of Interstate 
Vending Company where he will serve in 
the administrative and operational aspects 
of the company. He will also be on 
Interstate’s acquistion committee. 


Field 


Flavor 





Mr. Deutsch formerly was a director 
and vice president in charge of vending 
machine sales for Rowe-AMI Sales Com- 
pany, Chicago, a division of Automatic 
Canteen Company of America. 

He started in the vending industry in 
1949. He was vice president and treasur- 
er of Spacarb, Inc., Stamford, Conn., a 
pioneer manufacturer of soft-drink vend- 
ing machines, until that company’s acqui- 
sition by Rowe Manufacturing Co. in 
1954. 

He then became vice president of Rowe- 
Spacarb, Inc., a subsidiary of Rowe Manu- 
facturing Co. From 1956-60 he served 
as national sales manager of Rowe Manu- 
facturing until the formation of Rowe- 
AMI in September, 1960. 


@ # Hook Drugs, Inc., Indianapolis, Ind., 
is the first midwestern drug chain to re- 
ceive the Coffee Brewing Institute’s Gol- 
den Cup award for “producing a fine 
beverage coffee in accordance with the 
highest brewing standards.” 


® ®& Shareholders of Eagle Food Centers, 
Inc., have approved the sales of the 38 
unit supermarket chain to Consolidated 
Foods Corp. The stock deal provides 
that Eagle shareholders receive one share 
of Consolidated for each 1.78 shares of 
Eagle stock. There will be 367,603 shares 
of Consolidated stock involved in the 
sale. 

Eagle sales for the fiscal year ended 
April 1 were more than $60 million, 
while earnings were over the $1 million 
mark. Consolidated also operates the 
Piggly Wiggly supermarket chain in the 
midwest. 


® #8 Continental Coffee Company is of- 
fering two new vending machine products 
—chicken soup and vending tea. The 
soup comes in a 50 ounce can. The con- 
centrate, mixed with hot water in vend- 
ing machines, yields a full-strength broth 
in the standard six ounce hot cup. 

The tea, packaged in a one gallon glass 
bottle, is a blend of pekoe and orange 
pekoe teas. It contains both sugar and 
lemon flavoring. One ounce of the Conti- 
nental vending tea syrup provides one 
cup of tea. It is completely adaptable for 
any crushed-ice beverage vending machine. 

Continental is also offering restaurant 
operator a slide rule type profit calcula- 
tor. Seven inches long, the calculator 
tells operators their selling price per serv- 
ing, based on the percent of profit desired. 
Offered by the Allied Foods Division of 
Continental, the calculator is available 
free from the company. Continental is lo- 
cated at 2550 Clybourn, Chicago. 


@ @ High-Low Foods featured a two 
pound can of Folger’s coffee on the front 
page of an eight page flier inserted in 
copies of metropolitan daily newspapers 
here. The coffee was being merchandised 
at $1.19 for the two pound size. A free 
plastic coffee spoon was included with the 
sales of the two pound can. The ad noted 
that the High-Low price offered shoppers 
a saving of 30 cents, 

In other coffee specials in the flier, the 
chain offered a 40 cent saving on the 
10 ounce jar of Parker House instant 
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coffee. High-Low listed the promotional 
price as $1.19, 

A one pound can of Parker House drip 
or regular grind coffee was being sold 
for 69 cents, a savings of 10 cents a can, 
according to the advertising piece. 


@ @ Hills Bros. used a full page black 
and white ad in a metropolitan daily news- 
paper to show Chicago shoppers the wide 
variety of coffee beans the company utiliz- 
es in making its coffee. 

The ad showed small, individual illus- 
trations of 36 different types of coffee 
beans, each one identified. 

Ad copy wondered, “Which combination 
makes the good cup of coffee?” It then 
went on to say that “Illustrated above 
are just a few of the many types of cof- 
fee beans we can choose from in blending 
Hills Bros. Coffee.” 


® #8 Continental Coffee Co. of Chicago 
has announced a merger with Gold Prize 
Coffee Co. This will enable Continental 
to increase its sales volume in Illinois, In- 
diana, Iowa, Wisconsin, Ohio and Michi- 
gan. 


@ @ The Pan-American Coffee Bureau 
has arranged the test-marketing of CBI 
approved coffee measures in 28 F. W. 
Woolworth stores. 


@ @ Mr. Barker, Lipton president, has 
announced the appointment of Kenneth 
McAllister as vice president. He will 
be responsible for all advertising, sales 
promotion and brand management. Mr. 
McAllister was formerly senior vice 
president of Benton & Bowles advertising 
agency. 


@ @ Edward Kern has been appointed 
assistant traffic manager for the south- 
bound services of Columbus Line. 


San Francisco News 


a 8 The following five firm participated 
in the purchase of the total quantity 
14,000 bags of coffee contributed by the 
Brazilian government to the World Coffee 
Promotion Committee’s advertising fund: 
Anderson, Clayton & Co.; J. Aron & 
Company, Inc.; Fairchild & Bolte; Im- 
perial Commodities Corporation; and 
Ruffner, McDowell & Burch, Inc. The 
coffee was sold on May 12 at prices 
ranging from 36.31 cents to 36.65 cents 
per pound. 


eS. A. Schonbrunn & Co., Inc. has 
purchased the Old Dutch Coffee Co., Inc. 
It intends to retain the present personnel 
and continue operations of the Old Dutch 
Co. 


@ @ The Spice Trade Association has 
moved its offices from 82 Wall St. to the 
fifth floor at 76 Beaver St., New York. 

Ernest H. Winters received a silver 
tray commemorating his being named an 
honorary member of the Association at 
the 1961 Annual Meeting. 


8 8 “Delta Line (Mississippi Shipping 
Company, Inc.), operators of American 
flag vessels to East Coast South America 
and West Coast of Africa, announces that 
Mr. Edward Frietas, formerly of Bro- 


din Line, has joined their New York 
office.” 


s wsHead-Lehmann Co., Seattle, Wash- 
ington has been named to handle Boyd 
Coffee Co. sales in the Seattle-Tacoma 
and Yakima market, R. P. Boyd, presi- 
dent of the Portland based coffee and 
spice concern announced recently. A. C. 
(Bud) Lehmann, new partner in the 
Head-Lehmann organization, is  well- 
known throughout the Pacific Noithwest 
food industry. Lehmann was a member 
of the General Foods staff in Washington 
and Oregon for 13 years prior to his 
present partnership with B. B. Head. 
Boyd’s Coffee plans to back the Head- 
Lehmann sales push in the western and 
central Washington trade areas with a 
strong consumer advertising campaign. 


ss Mr. R. C. Crampton, vice president 
of McCormick & Co., Inc. and general 
manager of the Schilling Division, an- 
nounced the appointment of James G. Lut- 
trell, Jr. as Sales Promotion Manager 
for Schilling. Luttrell, formerly assistant 
sales promotion manager, has been with 
the company five years, serving as sales 
representative for both McCormick in the 
east and Schilling in the west. 


8 @ Site preparation is now under way 
for construction of the Pacific Coast 
Wholesale Food Terminal in the Port of 
Oakland’s industrial park. The new food 
and produce center will be located on a 
30 acre site between the Nimitz freeway 
and Oakland International Airport, Ac- 
cording to George Williams, president 
of Food Terminal Properties, Inc. de- 
veloper of the project, the terminal will 
represent an investment of about $7 mil- 
lion. First construction is scheduled to 
begin this summer . 


@ @ Three display ideas designed to sell 
more instant coffee appear in a_ recent 
owens-IIlinois Glass Co. ad. The first 
focuses on a suggested tie-in display for 
mocha frosting for cakes; the second pur- 
poses to the retailer that he feature instant 
coffee as a flavor treat with cookie and 
cake mixes; and the third suggests a bin 
of vanilla pudding combined with an in- 
stant coffee display for addition as a 
flavoring. 


® @ Dixie Cup’s line of “Mira-Glaze” 
polyethylene-lined hot drink cups and 
paper plates is being produced with both 
new design and higher number count, ac- 
cording to announcement just made by the 
Dixie Cup Division of the American Can 
Co. The new design is called “Petal”. 
It has a flower and petal motif and is in 
pleasing shades of blue and gold. Pack- 
age count will find as many as 100 cups 
in some packages and 150 plates. Con- 
sumer demand for these goods is increas- 
ing rapidly. 


s 8 A business visitor during May and 
early June to the west coast points of 
operation for Moore-McCormack Lines 
was Mr. D. B. Geddes, vice-president of 
Moore-McCormack, Inc., New York. 


® & On business sojourns to Central and 
South America for their respective firms 
are Steve Gluck, Otis McAllister & Co., 
and Bob Powell, E. A. Johnson & Co. 
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MO ORE-MsCORMACK 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 
REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD °* BARBADOS ° BRASIL 
URUGUAY © ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE ° COLOMBIA 
VENEZUELA ° TRINIDAD ° BRASIL 
URUGUAY ° ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 














FAST DEPENDABLE DELIVERY 


. » » Of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT @ 


COMPANY @ 
Regular Sailings between Q 
GUATEMALA + NICARAGUA 

EL SALVADOR « COSTA RICA + HONDURAS 


and 
NEW YORK © WEW ORLEANS * HOUSTON 
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BOOK SHELF.... 


Because of the continuing 
number of requests for 
technical books relating to 
the coffee, tea, and spice 
trades, "Coffee and Tea 
Industries" lists below publi- 
cations, currently available, 
and ready for mailing. 


“ADVANCES IN COFFEE PRODUCTION 
TECHNOLOGY™. A summary of worldwide 
coffee research with chapters covering all 
phases of present day technological achieve- 
ments in this field. Physiology, genetics, 
cytology of the coffee tree; mineral nutrition; 
mechanization of cultural operations; weed 
and insect control of plants; and factors re- 
lating to inherent qualities of green coffee 
are all covered in depth by experts in the 
field. A must for growers, shippers, importers, 
and roasters, as well as libraries and research 
organizations. $2.50 


“THE COFFEE-MAN'S MANUAL”. A com- 
pendium of information on stateside opera- 
tions of the coffee trade. Aroma tests, brew- 
ing grinds, flavor testing, roasting procedures, 
and laboratory equipment give a working 
knowledge of how to meet the problems of 
the coffeeman's day. $2.50 


“MANUFACTURING PROCESSES FOR SOL- 
UBLE COFFEE". Methods and procedures nec- 
essary to a successful soluble coffee proces- 
sing operation are described and detailed in 
this booklet written by experts in this yo 

1.00 


"TEA". An excellent book containing descrip- 
tive accounts of the various stages of tea 
cultivation and manufacture, a discussion of 
fundamental agricultural and technological 
principles, which have relevance wherever tea 
cultivation is carried on. The author, Dr. T. 
Eden, was formerly with the Tea Research In- 
stitute of Ceylon. $7.25 


"A TREASURY OF SPICES". 200-page, hard 

cover book, including history, en 

and illustrations of major spices, trade sta- 

tistics, etc. $4.50 
Copies of the books listed above 
mailed postpaid in U.S.A., on 
receipt of check, or money 
order. Foreign residents please 
remit 10 percent additional to 
cover mailing costs. 


COFFEE AND TEA INDUSTRIES 
106 Water Street New York 5, N. Y. 
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| A. L. Ransonorr Co. Inc. 


Coffee 


NEW YORK 





108 Front Street 





C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 























BALZACBRO 
IS 


SELECTED 


RELIABLE GENUINE QUALITY 


Specialists in Colombian Coffees 
Mexicans Milds 


BALZAC BROS. & COMPANY, INC. 
NEW YORK 


ERNEST SINGHOFEN & Co., INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 























H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 
SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine Street 
IMPORTERS - JOBBERS 
COFFEE - TEA 








Edward P. McCauley & Co., Inc. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 























J. N. SOARES CO. 


bs © ee wal ST. NEW YORK 5, N. Y. 


lep! ble Address 
WhHitekall 4-6152 "“ JOSOARES” New Yo rk 


ents for An Angolan Shippers 
MEMBER: GR EEN COFFEE ASSN. OF NEW YORK CITY, INC. 
TIONAL COFFEE ASSOCIATION 
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B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 
SPICES SEEDS TEAS COFFEES 


67 California Street San Francisco 11, Calif. 

















E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 
BRAZILS © COLOMBIANS * CENTRAL AMERICANS 
166 California Street 


San Francisco |1, Calif. 
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San Francisco News Cont. 


@ #8 The new two million dollar plant of 
the Butter-Nut Foods Co. was opened on 
May 9th at 2342 Tubeway, Los Angeles. 
They held an official opening ceremony 
with Gilbert C. Swanson, president and 
chairman of the board of Butter-Nut, on 
hand to host a number of West Coast 
civic and business leaders. The new plant 
is constructed with twenty-eight pyramid- 
like forms, joined at their bases to form 
the roof of the plant over administrative, 
shipping and warehouse sections. The 
unusual roof design will provide large 
open areas below for the storage of 
“green” coffee beans, empty containers 
and processed coffee awaiting delivery to 
West Coast and Southwest markets. The 
pyramids, termed “hyperbolic parabolo- 
dis”, are not subject to the collection of 
dust particles and foreign matter since the 
smooth inside surfaces are free of ledges, 
angles and braces. 

Modern furnishings of a Danish design 
have been used for the office of William 
Petersen, vice president of Butter-Nut’s 
western region, and for the gold and olive 
conference room as well. With a major 
portion of the plant devoted to storage 
it will accommodate enough “green” beans 
to make an estimated one million cups of 
coffee. 


Butter-Nut Foods Co, also has plants 
in Omaha and near Philadelphia, Pa. 
Founded in 1864 the company provisioned 
Union Pacific and Central Pacific crews 
building the nation’s first trans-continental 
railroad in the late 1860's. 


Butter-Nut Foods Co. has elected Gil- 
bert C. Swanson as president, succeeding 
his brother, the late W. Clarke Swanson. 

Gilbert retains his post as chairman 
of the board. Clarke, 53, suffered a heart 
attack on a Palm Springs, Calif., golf 
April 15. 


course 


Both brethers grew up in the food 
business with C. A, Swanson & Sons, the 
frozen food company founded by their 
father. Swanson TV brand dinners were 
a household word by the time C. A. Swan- 
son & Sons merged with Campbell Soup 
Co. in 1955, Clarke, who had been presi- 
dent, became a director and consultant 
with Campbell, a post he occupied at the 
time of his death. 


In 1958 the Swanson family bought 
Paxton & Gallagher Co. and its subsidiary, 
Butter-Nut Foods, and Clarke Swanson 
became president. Marketing of Butter- 
Nut coffee was expanded, so that it is 
now sold throughout the Midwest and on 
the Pacific Coast. Next month a new 
roasting plant will be officially opened in 
Los Angeles. 


@ @ Two new plants have been an- 
nounced for the Owens-Illinois Co., ac- 
cording to its president, Carl R. Mego- 
wen. The Libbey Glass Division of the 
company will be constructed on a site in 
the City of Industry near Pomona, Cali- 
fornia. The plant will be used for the 
production of Libbey’s complete line of 
tableware for home and institutional use. 
The second plant for the company is to 
get underway by May near Tracy, Cali- 
fornia. The Tracy facility will be for 
the production of glass containers. Other 
West Coast facilities are located in Oak- 
land, Los Angeles and Portland. 


@ @ Ray Graham, president, and Stan 
Lee, secretary-treasurer, of the Western 
States Tea Association picked the right 
ball game for the Asociation’s annual ball 
game night. Following dinner at Englars 
restaurant the large body of tea men 
witnessed a thrilling game between the 
Los Angeles Dodgers and our Giants. 
Final score: Dodgers 9, Giants 8. 


@@ Mr. Jack Sassard, Director of Ad- 
vertising and Sales Promotion for Schil- 
ling, has been elected president of the San 
Francisco Chapter of the Sales Promotion 
ball game for the Association’s annual ball 
Executives Association. He formerly 
held the post of first-vice president of the 
organization. Sassard is also a director 
of the San Francisco Advertising Club, 
the San Francisco Kiwanis and is a mem- 
ber of the Merchandising Executives 
Club and Alpha Delta Sigma advertising 
fraternity. 


se Mr. D. Rae TeRoller of Mannings, 
Inc. has been elevated to chairman of the 
board and Edward M. Manning, Jr. was 
named to succeed TeRoller as president of 
the West's largest food and food service 
organization. Manning has been serving 
as vice president for 13 years. TeRoller 
disclosed that expansions in various fields 
of the food industry boosted 1960 sales 
to $24 millions. 


Steamship Line 


Moore-McCormack Lines, Inc. received 
a special citation from the Public Health 


Service for the “excellent sanitation” 
maintained abroad its ships during the 
past year. 

The citation was presented by Dr. 
John D. Porterfield, deputy surgeon-gen- 
eral of the PHS, to William T. Moore, 
president of the line, at a ceremony aboard 
a company vessel, the Brasil. 

The citation was awarded because each 
of the company’s 45 ships achieved a rat- 
ing of 95 or better on an official in- 
spection. 


a @ Ed Perry, veteran Northwest coffee 
man, announced his resignation from the 
Boyd Coffee Co. in Portland, Oregon last 
month. To his many western friends Ed 
reports his new line of business will be 
centralized in the Honolulu, Hawaii area. 


With Perry’s resignation, Mr. R. P. 
Boyd announced that Mrs. Veda Younger, 
assistant to Perry, will handle the com- 
modity buying for the company. 


® 8 Announcing his retirement plans 
from the green coffee division of S. F. 
Pellas Co., San Francisco, was John 
Roddy. John has been associated in the 
coffee business for about ten years, start- 
ing with MJB Co. before moving to the 
Pellas Co. He has informed the trade 
that he will enter the Hastings Law 
School, San Francisco, during the 
summer. 


@e Fred De Bow, manager of 
Grace (Pacific Coast Division), announc- 
ed the closing of their San Francisco of- 
fices effective May 31st. De Bow’s future 
plans were indefinite at this writing al- 
though he has expressed a desire to find 
a connection in the green coffee division. 


Obituary 





Members of the coffee trade through- 
out the nation will regret to learn of the 
death of Elmer Wilson McClain, an em- 
ployee of William B. Reily & Co., Inc. 
since 1907, at his home in New Orleans. 
Mr. McLain was a technical expert in 
the design, layout and development of 
roasting plants starting from the early 
days of coke roasters through the mod- 
ern thermalo process. Among his achieve- 
ments were designs for some of the first 
plants with single floor operations for 
storage and moving the finished product 
with gravity flow movement from roast- 
er to grinder and packaging. 


Also an expert coffee tester, Mr. 
McLain for over 50 years was an offi- 
cial tester for Reily where his ability 
to evaluate any quality was highly re- 
spected, as was the work he did in quality 
control. Although eligible for retirement, 
Mr. McLain had continued to work in 
a limited capacity until his death. An ori- 
ginal member of the Institutional Ad- 
visory Committee of the National Coffee 
Association, he had served continuously 
since its formation in 1957. He is sur- 
vived by his widow, a son, a daughter and 
five grandchildren. 














210 California Street 
DOuglas 2-1474 





FITZPATRICK & HOFFMAN, INC. 
GREEN COFFEE 


Cc. H. 


San Francisco 


BROKERS ° 
110 Board of Trade Building, New Orleans, La. 














COFFEE & TEA 


INDUSTRIES and The 


 D'ANTONIO & CO. 


Coffee 
AGENTS 








Field 


Flavor 





“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 


long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 


commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 
count of 10 percent. 








TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 
1. Physiology 
2. Genetics 
3. Cytology 
4. Anatomy 
The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propogation of coffee 
Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
, for coffee production 
The sun- hedge system of coffee growing 


The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 
Factors affecting the inherent quality 











Coffee and Tea Industries WIR | corre & TEA INDUSTRIES (formerly The Spice Mill) 


suggests that orders for 
“Advances in Coffee Pro- 
duction Technology” be 
placed immediately. No 
plans have been made for 
a second printing of this 
publication and only a 
limited number of copies 
are on hand. 


¢ $964 





106 Water Street, New York 5, N. Y. 


in Coffee Production Technology” at the special price of 
$2.50 each. 
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“THE BOOK OF SAUCES” 


One of the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 
only $3.00 


& Tea 


Coffee Industries 
106 Weter $¢. New York &, N. Y. 














Spices: by JOS. K. JANK 


THEIR BOTANICAL ORIGIN 
THEIR CHEMICAL COMPOSITION 


THEIR COMMERCIAL USE 


Price $3.00 


| Write The Spice Mill Book Department 
106 Water Street New York 5, N. Y. 














ARE YOU CERTAIN that key 
personnel in your organization will 
have copies of Coffee and Tea In- 
dustries for their own use. If these 
men can save you time and effort 
by using the information contained 
in this magazine (it’s our bet that 
they can) then you have saved 
money by subscribing in their name. 
Why not do it now? 

FiLL OUT THE COUPON BELOW. 
WE WILL BILL YOU LATER IF YOU 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET 
NEW YORK 5, N. Y. 


[] 1 Yr. $5.00 C) 2 Yr. $8.00 
[}) 3 Yr. $10.00 


[] Check or Money Order Enclosed 
C) Bill Me Later 











Index to Advertisers 


Aldine Paper Co, 
American Coffee Corp, 


pve Ae eS eee 1 


Ballester, Inc., Carlos Ardebol 23 
Balzac Bros. & Co., Inc. 

Bendiks, Inc., H.L.C. ...... 
Bickford & Co., C.E. ....Cover 
Brazilian Coffee Institute ...8,9 


Burns & Sons, Inc., Jabez. .Cover 


Cecilware-Commodore Products 


D’Antonio & Co., C.H. .... 38 
Delta Line 


E! Patio Restaurant 


Fairchild & Bolte 
Farr, Whitlock Co., Inc. .... 27 
Farrell Lines, Inc. ......... 33 


Fitzpatrick & Hoffman, Inc... 38 


Grancolombiana (New 

Gump Co., B.F. ........... 
Ireland, Inc., 

Jackson & Son, Inc., S. ..... i9 


Johnson & Co., E.A. ....... 37 


Junta de Exportacao de Cafe 2 


Page 
Kontos & Co., C.T. ........ 37 


Mc Cauley & Co., Edward P. 
Mackey & Co., Inc., C.A. .. 
Mississippi Shipping Co. .... 
Moller Steamship Co., Inc. .. 
Moore-McCormack Lines, Inc. 


Morgan-Jones 


National Federation Coffee 
Growers of Colombia. . .Cover 


Probat-Werke 
Ransohoff Co., Inc., A.L. ... 37 
Ruffner, McDowell & Burch, 


Schonbrunn & Co., Inc., S.A. 18 
Singhofen & Co., Ernest .... 37 
Le a errr es 37 
Stockard Shipping Co, 


Thomson Inc., Henry P. .... 21 


Torm Lines 


United Fruit Co. .......... 36 


Weddle Tea Co. .......... 24 
West Bend Aluminum Co... 5 








40 


COFFEE & TEA INDUSTRIES and The Flavor Field 








it's how the heat’s applied that makes the difference 


IN CHICAGO 


B. F. Gump Co. 


1325 S. Cicero Avenue 


Chicago 50, Illinois 


It takes rapid, low temperature roasting to develop coffee beans evenly and 
uniformly, without danger of scorching or tipping. THERMALO does this, by 
placing the flame outside the cylinder, then transferring the heat by means of 
high velocity circulation of inert gases. Actual flame does not contact either the 
coffee or the roasting cylinder. 

Only THERMALO Roasters—batch and continuous—operating on this 


exclusive principle, give you the uniform and optimum development in every 
roast that builds lasting consumer satisfaction and sales. 


AND SONS, INC. 
NEW YORK CHICAGO 
ENGINEERS 


600 WEST 43rd STREET * NEW YORK 36, N.Y. 


IN SAN FRANCISCO 


ISCO 
DALLAS SAN FRANCISC Tempo-Vane Mfg. Co. 


330 First Street 
San Francisco 5, Cal. 
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